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ABSTRACT 
The interactive nature of the Internet is the key to building a relationship with 
customers. Interactivity is primarily suited for increasing consumers' satisfaction and 
retention with a business relationship. Mass customization web sites incorporate a high 
level of interactivity in the site design. This study was conducted due to the lack of research 
examining mass customization and satisfaction. 
The purposes of this study were: 1 ) to investigate consumer satisfaction with a mass 
customized Internet apparel shopping site varying in degrees of interactivity, 2) to test a 
consumer satisfaction model on a mass customized Internet apparel shopping site, 3) to find 
the relationship of beliefs about mass customized Internet shopping to antecedents and 
consequences of satisfaction, and 4) to examine the relationship of desire for unique 
consumer products to antecedents and consequences of satisfaction. 
The expectancy disconfirmation model of satisfaction was used as the framework to 
examine consumer satisfaction. Among the interactivity characteristics, the concept of 
choice was applied to develop Internet mass customization shopping sites. A mass 
customized children's apparel site was modified to have two levels of choice for selection of 
clothing design options. In treatment one, less interactive customization site, participants 
were able to customize only print options and size selection. In treatment two, more 
interactive customization site, respondents were able to choose print options, sleeves (long 
or short), collar (round or shirt), and pockets (with or without). 
Adults who had previously purchased children's clothing and shopped via the 
Internet for any product were participants for this study. Data from 208 respondents were 
used for the statistical analysis. 
ix 
Findings indicated that consumer's expectations for mass customization were 
divided into positive and negative aspects. There were significant differences in both 
treatments on perceived performance, behavioral consequences, disconfirmation and 
satisfaction. The more interactive customization site was more positively evaluated than the 
less interactive customization site. Perceived performance was a significant outcome of 
treatment effects, a strong predictor of disconfirmation and satisfaction, and a mediating 
variable of disconfirmation and satisfaction. The less interactive customization site yielded 
greater behavioral consequences than the more interactive customization site. 
Negative expectations for the mass customized Internet apparel site were related to 
positive and negative perceived performance but failed to predict satisfaction and 
disconfirmation. Therefore, the expectation disconfirmation model was only partially 
supported by the data. Positive and negative perceived performances, which are 
respondent's subjective evaluation of the mass customized Internet apparel shopping site, 
were important factors to predict disconfirmation and satisfaction. Disconfirmation strongly 
predicted satisfaction, and satisfaction strongly predicted behavioral consequences. The 
individual characteristics of beliefs about Internet shopping and desire for unique consumer 
products were significant factors predicting consumers' expectations, perceived 
performance, satisfaction, and behavioral consequences. 
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CHAPTER 1: INTRODUCTION 
Pine (1993) defined mass customization as " the mass production of individually 
customized goods and services" (Pine, 1993, p.48). Pine(1993) conceptualized mass 
customization as a business strategy that can fulfill individuals needs and wants through a 
process of customizing a product or services. Automobile, computer, and entertainment 
companies have already begun to mass customize (Pine, 1993). Apparel firms such as Levi 
Strauss, Second Skin, Swimwear, and Custom Foot, have started mass customization 
services in retail stores (Lee & Chen, 1999). Computer-aided design (CAD) and computer-
aided manufacturing have played an integral role in the progress of mass customization 
(Blair, 1999; Lee, 2000). Also, the Internet enables development of company and consumer 
interaction relationships and personalization of web experiences (Zemke & Connellan, 2001). 
Mass customization, by its nature, incorporates interactivity in a website, as 
interactivity includes the ability to customize the site and product as well as provide 
interaction with consumers. The Internet makes possible fast, efficient, and spontaneous 
information collection and exchange without cost - which is a crucial issue in mass 
customization to reduce lead time (Anderson, 2002). Therefore, the Internet is an ideal tool 
for mass customization as it provides interactivity and customized service to customers 
(Hibbard, 1999; Joines, Scherer, & Scheufele, 2003; Kim, 2002; Lee, 2000). 
There are several companies offering mass customization through the Internet in a 
variety of product areas such as cars (landrover.com), computers (dell.com and 
gateway.com), diamond rings (adiamondisforever.com), cosmetics (exface.com), and 
greeting cards (hallmark.com). In clothing, several companies (Americanfit.com, 
BlackFrock.com, IC3D.com, Landsend.com, Nike.com) use the Internet as an interactive 
way to offer customizing options in color, fabric, size, design component, and fit. Four of 
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Lands' Ends' top 20 products are in the customized category, and the customer retention for 
these customized products is 34 percent higher than regular customer retention (Coia, 2003) 
Retailers with on-line apparel sites have continuously developed more interesting, 
useful, interactive, and customized features to serve consumers. With increasingly 
competitive marketing services, consumer satisfaction toward on-line apparel sites is highly 
important. Satisfaction is a vital outcome of marketing activity that leads to revisiting stores, 
repeat product purchases, and word-of-mouth promotion to friends (Alford & Sherrell, 1996; 
Anderson et al., 1994; Bloemer & Lemmink, 1992; Oliver & Bearden, 1985; Singh, 1990; 
Tanner, 1996; Woodside et al., 1989; Zeithaml et al., 1996). 
The Internet has become a dominant medium for information seeking and shopping, 
paralleling remarkable growth of computer use in everyday life. The Internet is considered 
an important medium globally as well as locally for both consumers and businesses (Herbig 
& Hale, 1997; "The Internet, " 1995). Researchers predict strong growth in e-commerce now 
and in the future ("E-commerce Color," 2002; "Net-Driven Sales," 2003; "Online Consumer 
Sales," 2000; "Online Sales Soared," 2003; "Over Half," 2001; "U.S. E-commerce," 2002; 
"Worldwide Internet," 2000). eMarketer reported that the number of commercial sites has 
increased significantly since 1999 ("Online Consumer Sales," 2000). U.S. consumer e-
commerce purchases were $76 billion by the end of 2002, which is 41 percent higher than 
the previous year, $51.3 billion in 2001 ("E-commerce Color," 2002). Purchases may reach 
$100 billion by 2007, representing 4.5 percent of total retail sales ("Online Sales Soared," 
2003; "Net-Driven Sales," 2003). Between 2000 and 2001, worldwide e-commerce 
spending grew 68 percent, reaching more than $600 billion in 2001 and more than $1 trillion 
expected in 2002 ("U.S. E-Commerce," 2002). Worldwide, e-commerce may be worth $608 
trillion by the year 2004 ("Forrester Research," 2000). More than 50% of e-commerce 
businesses are profitable ("Over Half," 2001), and 56% of retailers reported online profits in 
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2001, compared to 43% in 2000 ("E-commerce Color," 2002). Along with sales of other 
products, apparel sales via the Internet have also increased ("Apparel Sales Apparent," 
2003; "Despite Customer Services," 2001; "Fashion E-commerce," 2000; "Online Apparel 
Shopping," 2000). 
Online apparel sales reached $5.9 billion in 2000, up from $2.9 billion in 1999 
("Fashion E-commerce," 2000). Apparel products are one of the top five most purchased 
product categories, along with books, CDs, toys/games, and computer software ("Despite 
Customer Services," 2001 ; "Online Spending Keeps," 2003). More than a third of the 
shoppers online in the U.S. have purchased apparel products via the Internet ("Consumer 
Continues," 2001). 
In addition, there were 259 million online users in 1999, and there may be 765 million 
users in the world by the end of 2005 ("Worldwide Internet," 2000). There is almost an equal 
percentage of consumers in the 18 to 34 age group who shop online as in the 35 to 54 age 
group, 29% and 27% respectively ("U.S. E-commerce," 2002). Even in the 65 years or older 
age group, online population was estimated at 4.4 million in 2001, 7.6 million in 2003, and 
expected to be 16.3 million by 2007, representing a substantial market ("Surging with 
Seniors," 2003). Online consumers now represent most demographic segments ("Fashion 
E-commerce," 2000), as people accessing the Internet are becoming similar in overall 
characteristics to the general population ("eMarketer Releases," 2000; "GVU," 1998). Almost 
62 percent of Internet users have by now purchased a product or service by Internet ("E-
commerce as a Way," 2003). In addition, consumers' confidence toward online shopping 
has grown, and consumers are more satisfied with the customer services offered by online 
shopping ("Consumer Confidence," 2002). 
As the use of the Internet for shopping increases, e-commerce businesses need to 
focus on consumer-driven marketing (Bhattacherjee, 2001 ; Carr, 2000; Christensen & 
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Tedlow, 2000; Evans & Wurster, 1999; Hoffman & Novak, 2000; Kim, 2002; Slywotzky, 
2000). Previous research indicated the importance of customer service, which suggests an 
approach to customers that is relationship-oriented and helps keep customers for a lifetime. 
Services might include offering fast delivery, giving correct information, capturing e-mail 
addresses for future marketing, tracking and monitoring, and satisfaction follow-ups 
(Sandoval & Wolverton, 1999; Williams, 2000). In addition to these customer services, there 
has been increased attention to customization services in the Internet shopping setting 
(Bhattacherjee, 2001; Kim, 2002; Page & Lepkoska-White, 2002; Palmer, 2002; Srinivasan, 
Anderson, & Ponnavolu, 2002; Vijayasarathy, 2002). 
The Internet differs from traditional media resources due to its characteristic of 
consumer interface interaction. The importance of interactive functions and their impact on 
the appeal of e-commerce has been emphasized (Bauer, Grether, & Leach, 2000; Coyle & 
Thorson, 2001; Fiore & Jin, 2003; Joines, Scherer, & Scheufele, 2003; Ghose & Dou, 1998; 
Kim, 2002; Page & Lepkoska-White, 2002; Palmer, 2002; Shim et al., 2001; Srinivasan, 
Anderson, & Ponnavolu, 2002). Ha and James (1998) examined the interactivity of Internet 
shopping sites and found five categories of characteristics of the medium: playfulness, 
choice, connectedness, collecting information, and reciprocal communication. Most of the 
current web sites have these five interactivity functions, something that traditional shopping 
methods and media cannot offer as comprehensively. 
Consumers on the Internet, in turn, perform activities calling for more active, 
conscious information processing. Information processing on the Internet is more action-
oriented and interactive than involvement with other media. Purchases can take place at the 
same time as exposure to advertising messages. Within a relatively short time on the 
Internet, consumers can place an order or request additional information instantly and 
directly (Cho, 1999). 
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Unlike other products such as CDs, books, or computers, apparel products come 
with special information demands. How the apparel looks (front as well as back side), fits, 
and mixes with other garments are important to purchasers (McKinney, 2000). Therefore, 
some Internet apparel companies meet consumers' needs by displaying front and back 
views, mix and match features, virtual models, and close-up views of products. Some 
companies offer mass customized apparel sites that respond to individualized customer 
needs and preferences for size, color, design, or fabric. Some companies offer personal 
assistance when consumers shop online. Some sites allow consumers to chat with the 
consultant at the same time and send an e-mail to get further information and answers for 
questions. Some web sites even offer music while consumers are browsing. To use the 
interactive functions such as a virtual model or advice from a consultant on the Internet sites, 
consumers have to give personal information to the company, such as body measurements 
or product preferences. 
Mass customization incorporates interactivity in a web site. Interactivity includes the 
ability to customize the site and product look, feel, and content as well as provide interaction 
with the consumers (Joines, Scherer, & Scheufele, 2003; Page & Lepkoska-White, 2002; 
Park & Kim, 2003; Palmer, 2002). To co-design, consumers need to participate in the 
design process by selecting a customized combination of product components like sleeves, 
pockets, collars, fabrics, and closures. The co-design concept implies choice, which is one 
of the five characteristics of interactivity (Ha & James, 1998). 
Satisfaction is the individual's subjective evaluation of the various outcomes and 
experiences associated with using or consuming a product or service (Hunt, 1977). In the 
expectancy confirmation model, which is one of the dominant models underlying customer 
satisfaction research, consumers compare their consumption experience with expectations 
they have for the product or service. As a result, satisfaction is a function of expectation and 
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perceived performance. The consumer's particular experience will confirm or disconfirm 
previous expectations (Oliver, 1980; Churchill & Surprenant, 1982; Swan &Trawick, 1981). 
Satisfaction has been found to significantly affect consumer's attitude, retention behavior, 
and loyalty to the stores and services (Alford & Sherrell, 1996; Anderson et al., 1994; 
Bloemer & Lemmink, 1992; Olvier & Bearden, 1985; Singh, 1990; Tanner, 1996; Woodside 
et al., 1989; Zeithaml et al., 1996). 
Purpose 
The purpose of this research is to investigate consumer satisfaction with mass 
customized Internet apparel shopping site with varying degrees of interactivity. In addition, 
this study is an examination of the relationship of desire for unique consumer products to 
satisfaction. This study uses the expectancy disconfirmation model to test consumer 
satisfaction (Churchill & Surprenant, 1982; Oliver, 1977, 1980; Swan & Trawick,1980) with 
mass customized Internet apparel shopping sites varying in degree of interactivity. Among 
the interactivity characteristics, the concept of choice will be applied to develop Internet 
mass customization shopping sites. Mass customization web sites may incorporate high 
levels of interactivity in the site design. The mass customized Internet apparel site used for 
this study will allow participants to customize children's clothing by selecting clothing design 
options. This study will focus on consumers' expectations, use of interactivity in mass 
customized Internet apparel sites, degree of disconfirmation of expectations as an influence 
on satisfaction, and consequences of satisfactions with Internet apparel shopping sites. 
Even though previous research has defined the importance of interactivity as a 
means to retain customers, there is no research examining consumer satisfaction with 
interactivity characteristics of Internet apparel shopping sites. Research is needed to 
examine consumers' satisfaction based on their expectations for and experiences in the use 
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of interactivity features of mass customized web sites. Thus, testing of the hypothesized 
model will provide valuable information for marketers as well as academic researchers. 
This study contributes to increasing knowledge about consumer satisfaction with 
Interactive features in mass customized Internet shopping site. To a large extent, consumer 
satisfaction significantly affects attitudes and loyalty to stores and services (Anderson et al., 
1994; Bloemer & Lemmink, 1992; Olvier & Bearden, 1985; Singh, 1990; Tanner, 1996; 
Woodside et al., 1989; Zeithaml et al., 1996). In addition, the findings of this research make 
important contributions to apparel companies including: 1) increased understanding of 
expectations, performances, disconfirmations, satisfaction, and behavioral intentions of 
mass customization from the consumers' perspective, 2) consumers' willingness to use 
mass customization for apparel, 3) how consumers respond to the mass customization 
process (acceptance of complexity, time, familiarity, etc.), and 4) enhancing future 
implementation of mass customization strategies. 
Objectives of the Study 
The overall objective of the study is to examine the antecedents and consequences 
of satisfaction toward apparel shopping sites varying in interactivity characteristics. 
Specifically, this study addresses the following objectives: 
1) Test the expectancy-disconfirmation model of consumer satisfaction (Oliver, 
1977, 1980; Churchill & Surprenant, 1982; Swan & Trawick, 1980) on mass 
customized Internet apparel sites. 
2) Examine the effect of interactivity - degree of choice - in web sites on 
consumers' satisfaction toward mass customized Internet apparel web sites. 
3) Investigate consumers' expectations for mass customized Internet apparel 
shopping sites. 
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4) Examine consumer evaluation of performance of mass customized Internet 
apparel shopping sites. 
5) Determine the level of disconfirmation between consumers' expectations and 
perceived performance of mass customized Internet apparel sites. 
6) Examine the relationship of expectations to satisfaction with mass customized 
Internet apparel sites. 
7) Examine the relationship of perceived performance to satisfaction with mass 
customized Internet apparel sites. 
8) Examine the relationship of disconfirmation to satisfaction with mass customized 
Internet apparel sites. 
9) Investigate the consequence of satisfaction on behavioral intention toward mass 
customized Internet apparel sites. 
10) Explore the effects of desire for unique consumer products on the consumer 
expectancy disconfirmation model. 
11) Examine the effects of Internet beliefs on the consumer expectancy 
disconfirmation model. 
Definitions of Terms 
Internet: "...a network of computer networks, which is capable of providing 
virtually instant access to a vast storehouse of information spanning 
the globe" (Henrichs, 1995, p. 4). 
Online shopping: "....a shopping mode transacting (promoting, offering, and 
purchasing) products through the Internet electronically" (Moon, 2001, 
P. 5). 
Mass Customization: "...the mass production of individually customized goods and 
services" (Pine, 1993, p. 48). Mass customization may come in many 
9 
forms, but in this study, it is a process that allows consumer selection 
of a unique combination of characteristics in one product. 
Interactivity: "...the extent to which users can participate in modifying the form and 
content of a mediated environment in real time" (Steuer, 1992, p. 84). 
"--the extent to which the communicator and the audience respond 
to, or are willing to facilitate, each other's communication needs" (Ha 
& James, 1998, p. 461). 
Playfulness: "...an inner talk or conversation within oneself that provides pleasure 
for an individual" (Ha & James, 1998, p. 461). 
Choice: "...unrestrained navigation in cyberspace" (Ha & James, 1998, p.462) 
and "...the presence of choice of color, speed, language and other 
aspects of alternatives... " (Ha & James, 1998, p. 465) 
Expectation: "... probability of outcome occurrence" (Oliver, 1980, p. 462). 
Perceived performance: "...actual product [or service] performance" (Churchill & 
Surprenant, 1982, p. 492). 
Disconfirmation: "...the difference between pre- and post performance judgments" 
(Oliver, 1981, p. 41). 
Satisfaction: "... the sum of the satisfaction with the various attributes of the 
product or service" (Churchill & Surprenant, 1982, p.493) and 
"evaluation of emotion" (Hunt, 1977, p. 460). 
Behavioral consequences: "...outcomes... believed to result from satisfaction 
experiences" (Oliver, 1981, p. 37). 
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Dissertation Organization 
Chapter 1 describes the background issues and purpose of the study. Chapter 2 
reviews theoretical background regarding main variables of the current study. Based on 
findings of previous research, hypotheses are developed. Chapter 3 gives a detailed 
explanation of treatment and instrument development, data collection procedures, and 
methods for data analysis. Chapter 4 provides the results of preliminary analyses, and 
chapter 5 presents tests of the hypothesized models. Chapter 6 presents a summary and 
discussion of the study, implications of results and suggestions for future research. Finally, 
appendices provide additional materials (instruments and human subjects approvals). 
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CHAPTER 2: LITERATURE REVIEW 
This chapter provides the conceptual framework of the study. Literature on 
interactivity of Internet sites is explored, with a definition of interactivity and characteristics of 
interactivity examined. Mass customization and desire for unique consumer products also 
are explored. Previous research that focused on the expectancy disconfirmation model is 
explored, and a discussion of the model is presented. The final section includes a proposed 
theoretical model with hypothesized directions based on the literature review. 
Interactivity 
Interactivity may occur in communication settings such as two-way cable systems, 
electronic systems, or interactive video games (Rafellie, 1988). Since the Internet has been 
introduced, interactivity has been considered to be a critical concept and a primary 
advantage of the medium (Morris & Ogan, 1996; Pavlik, 1996; Rafellie & Sudweeks, 1997). 
The Internet can help reshape the relationship between consumers and companies as well 
as between companies ("Growth of, 1999; Hoffman & Novak, 1996; Kiani, 1998; Rayport & 
Sviokla, 1995). 
Steuer (1992) refers to interactivity as the degree to which users of a medium can 
influence the form or content of the mediated environments. He examined three factors that 
contribute to interactivity - speed, range, and mapping. Speed refers to the rate at which 
input can be assimilated into the medium, range refers to the number of possibilities for 
action at any given time, and mapping refers to the way actions are connected within a 
medium (Steuer, 1992). 
Ha and James (1998) examined interactivity of business web sites and described 
five dimensions of interactivity: playfulness, choice, connectedness, information collection, 
and reciprocal communication. They pointed out that among the five dimensions of 
interactivity, information collection and reciprocal communication are higher levels of 
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interactivity, because they involve direct, two-way exchange of messages between the 
communicator and the audience. Information collection and reciprocal communication 
dimensions are source-oriented, because these sources are the major components of that 
interactivity. In contrast, the dimensions of playfulness, choice, and connectedness are 
audience-oriented interactivity, because the audience plays a major role in the browsing 
process. 
Ha & James (1998) conducted a content analysis of 110 business web sites, which 
included 55% manufactured goods providers, 32% services, and 14% retail outlets. They 
found that the more dominant dimension of interactivity in business web sites was reciprocal 
communication (61.2%), followed by choices (52.7%), connectedness (37.0%), playfulness 
(19.1%), and information collection (19.1%). The main reciprocal communication feature 
was e-mail addresses in web sites. Most of the choice was merchandise, based on visual 
orientation such as enlarged size of product or alternative view. Most companies limit 
consumers to connect to the company and not to other third-party sources. 
Dimensions of interactivity 
Playfulness 
Play is defined as "an inner talk or conversation within oneself that provides pleasure 
for an individual" (Ha & James, 1998, p.461). Eighmey (1996) also examined importance of 
play in web sites. Ha and James (1998) pointed out that the playfulness dimension of 
interactivity is within oneself rather than within the site. In web sites, playfulness and 
entertainment can be enhanced by clicking the functions offered. In the Ha and James 
research, playfulness referred to curiosity devices and games. Curiosity devices such as 
question and answer formats attract the attention of visitors and entice their participation 
during the visit. 
Choice 
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The choice dimension of interactivity refers to the available choices and unlimited 
navigation of the Internet (Ha & James, 1998). This dimension is similar to Steuer's (1992) 
concept of "range" of interactivity, which is the amount of variability possible within each 
attribute of a medium. Ha and James (1998) measured the presence of choice of color, 
speed, language, and other aspects of non-informational alternatives on the web. 
Connectedness 
Steuer (1992) indicated that mapping, which is the function of the types of controllers 
used to interact with a mediated environment and the ways in which the actions of these 
controllers are connected to actions within that environment, is one characteristic of 
interactivity. Ha and James (1998) adapted this concept in their connectedness dimension 
of interactivity and suggested that with proper mapping, visitors can interact with web site 
content as if they are physically present in a natural environment. Therefore, 
connectedness is the feeling of being able to link the outside world and to broaden one's 
experience easily. Also, with minimum effort companies can satisfy consumer's information 
needs and develop loyalty (Ha & James, 1998). Therefore, Ha and James (1998) 
suggested that the interactive site had to provide highly connected information. 
Connectedness is a unique characteristic of the web. Connectedness was measured as the 
presence of information about the product, the company, third-party information, and other 
content of interest to the visitor. Ha and James (1998) categorized the five types of 
connectedness as: 1) self-product related, 2) company related, 3) third-party product related, 
4) linked to same sites, and 5) linked to other sites. 
Information Collection 
Information on the web has more varied forms than in traditional media. It can be 
admission requirements, such as visitor registration or it can be collected automatically 
without the awareness of the visitor, as with cookie files (Dreze & Zufreyden, 1997). In Ha 
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and James (1998) study, the information collection dimension of interactivity consists of the 
audience's willingness to record information or the automatic recording of audience data. 
Information collection was measured by the presence of registration on web sites. That is, a 
request that visitors give information in order to view a site was categorized as monitoring 
during usage. Other monitoring devices refer to displaying the number of visitors to site 
devices. 
Reciprocal Communication 
The Internet can help shape the relationship between consumers and companies as 
well as between companies. The transition from thinking in a one-way relationship to a two-
way relationship, from "supply-side" to "demand-side," is happening as well ("Growth of," 
1999; Hoffman & Novak, 1996; Kiani, 1998; Rayport & Sviokla, 1995). A reciprocal 
communication begins with the consumer's initiation of a conversation with a company by 
visiting a web site and sending a message to the webmaster. Or it can begin with the 
company's provision of information and other content to consumers at a web site. To 
involve consumers and encourage feedback, a company must provide content useful to 
consumers ("Is a Web Page Advertising, " 1996). In Ha and James (1998) study, reciprocal 
communication was measured as the presence of response mechanisms on a web site, 
including 1) the e-mail address of the webmaster or customer service representative, 2) 
provision of a toll-free telephone number, 3) order or purchase mechanisms, 4) surveys or 
solicitation of information from visitors, and 5) other devices through which consumers could 
respond to the web site owner or discuss with other consumers such as chat rooms. 
Interactivity and Internet shopping 
Kim (2002) categorized Internet shopping value, based on Holbrook's typology of 
consumer values. All of the consumer values that apply to Internet shopping - convenience, 
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excellence, play, and aesthetics- are highly related with interactive features of Internet 
shopping. 
The interactive nature of the Internet is the key to building a relationship with 
customers (Hoffman et al., 1995; Srinivasan, Anderson, & Ponnavolu, 2002) and it is 
primarily suited to increasing consumers' satisfaction with a business relationship (Bauer, 
Grether, & Leach, 2000). Srinivasan et al. (2002) considered interactivity to be one of the 
factors influencing e-loyalty and emphasized it as major impact on customer loyalty. It is the 
dynamic nature of the engagement that occurs between a retailer and its customers. 
The importance of interactivity and its impact on the appeal of e-commerce has been 
examined (Bauer, Grether, & Leach, 2000; Coyle & Thorson, 2001 ; Fiore & Jin, 2003; Joines, 
Scherer, & Scheufele, 2003; Ghose & Dou, 1998; Page & Lepkoska-White, 2002; Palmer, 
2002; Shim et al., 2001; "What Makes a Great Web Site?," 1999; Yang et al., 2003). 
Berthon et al. (1996) found that users of highly interactive sites were more likely to get 
actively involved in those firms' web communications. Ghose and Dou (1998) analyzed 101 
Internet sites for interactivity and site attractiveness. They found that interactivity of web 
sites is the significant factor affecting the attractiveness of Internet sites. Most of the 
interactivity primarily serves the customer as support functions to help consumers. 
Interactive features of the website have been found to be important factors which positively 
increasing consumers' attitude toward online retailer, desire to browse the website, and 
online purchase intention (Fiore & Jin, 2003; Gehrke & Turban, 1999; Li et al., 2001; Wu, 
1999). Moreover individuals will be more motivated to revisit a web site they interact with 
(Joines, Scherer, & Scheufele, 2003; Kolsar & Galnraith, 2000; Webster et al., 1993; Yang 
et al., 2003). 
Interactivity is the one of the important components of website design that have 
impact on success of a website (Palmer, 2002; Yang et al., 2003) and are positively related 
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to consumers' attitude (Dreze & Zufryden, 1997; Dholakia & Rego, 1998; Gehrke & Turban, 
1999; Schenkman & Jonsson, 2000; Schubert & Selz, 1998; Udo & Marquis, 2000; Wen et 
al., 2001). Customization is one of the important customer services in the Internet shopping 
setting which incorporates interactivity features (Bhattacherjee, 2001 ; Page & Lepkoska-
White, 2002; Park & Kim, 2003; Palmer, 2002; Sandoval & Wolverton, 1999; Srinivasan, 
Anderson, & Ponnavolu, 2002; Vijayasarathy, 2002; Williams, 2000). 
Mass Customization 
Mass customization web sites incorporate a high level of interactivity in the site 
design. Pine (1993) defined mass customization as " the mass production of individually 
customized goods and services" (Pine, 1993, p. 48). Pine (1993) conceptualized mass 
customization as a business strategy that can fulfill individuals' needs and wants through a 
process of customizing a product or service. Lee et al. (2002, p. 139) defined apparel mass 
customization as "a technology-assisted process that allows the consumer to modify a 
company's product line to meet individualized design tastes or fit requirements" (see also 
Anderson et al., 1997; Du ray et al., 2000; Gilmore & Pine, 1997; Pine, 1993). Gilmore and 
Pine (1997) proposed a model of mass customization and described four approaches to 
customization: cosmetic, transparent, adaptive, and collaborative. The cosmetic approach 
to mass customization offers standard products only differently displayed. The adaptive 
approach offers one standard product that can be customizable and alterable by individual 
customers for their own needs. The transparent approach to mass customization is an 
offering of standard products which have been customized for individual customers based 
on research about customer's needs and wants. The collaborative approach to mass 
customization involves communication with individual customers in developing and 
identifying customized products offered. 
17 
Duray et al. (2000) tested concepts of mass customization. They proposed four 
dimensions of mass customization - fabricators, involvers, modularizers, and assemblers-
and found that customer involvement and modularity (production of the same components) 
were the important factors that differentiated the firms on process choice, planning 
technique, technology use, and business performance variables. Fabricators involve 
individual customers in creating unique designs of products or revising the product in the 
production cycle stage. Fabricators maintain a high level of customer involvement. Involvers 
allow individual customers to make unique specifications during the design and fabrication 
stage by combining standard models to meet the specifications of the customers. 
Modularizers develop a modular approach in the design and fabrication stages by using 
modularity earlier in the manufacturing process without individual customers' unique 
requirements. This concept incorporates both non-customizable modularity in the design 
and fabrication stages of the production cycle and customizable modularity in the later 
stages of the production cycle. Assemblers involve both individual customers and 
modularity by using modular components, which can present a large range of choices of 
individual customers in the assembly and use stages. 
There were several studies conducted on mass customization in the apparel area. 
Anderson et al. (1997) used the term co-design to refer to customized apparel that includes 
design options and personal fit. Pisut et al. (1998) and Wu et al. (1998) indicated that there 
was interest in mass customization among college students. Fiore, Lee, Kunz, and 
Campbell (2001) examined the relationship among individuals' optimum stimulation level 
(OSL) and willingness to use mass customization options. They found that OSL had a 
significant positive relationship with willingness to use co-design services. Lee, Kunz, Fiore, 
and Campbell (2002) examined the apparel merchandising issues associated with mass 
customization. They suggested that identification of the appropriate dimensions of product, 
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process, and place are keys to successful apparel mass customization at the retail level. 
Fiore, Lee, and Kunz (in press) examined the relationships among individual differences, 
motivations for using co-design, and willingness to use co-design among university students. 
Optimum stimulation level (OSL), experience with appearance (EA), and enhancement of 
individuality (El) were measured as individual differences. Individual differences significantly 
influenced motivations to use co-design and willingness to use co-design. That is, 
individuals higher on OSL had higher motivations to use co-design as an exciting experience 
and to create unique products; they had more willingness to use co-design. Those who had 
higher EA were more likely to use co-design as a way of creating a unique product as well 
as an exciting experience, while individuals higher on El intended to use co-design only for 
creating unique products. 
Previous studies indicated that more research is needed to examine consumer 
acceptance of mass customization sites on the Internet (Lee et al., 2002). Kamali and Loker 
(2002) studied a mass customization Internet site to examine the involvement of consumers 
in T-shirt product design. They designed three treatment groups: control, limited 
customization, and advanced customization. Kamali and Loker (2002) found high consumer 
satisfaction with design involvement in a web-based mass customized process. All three 
treatment groups indicated positive interest in the mass customized process, the web site 
interface, and purchase of the final garment they co-designed. There was no significant 
difference in satisfaction with increasing number of design feature options for a mass 
customization product. They did not examine the antecedents and consequences of 
satisfaction, but Kamali and Loker (2002) examined the general satisfaction state. 
Bardakci and Whitelock (2003) address issues of mass customization from the point 
of view of consumer perspectives, suggesting how much consumers are ready for mass 
customization. They indicated that mass customization is the emerging trend to satisfy 
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consumers who vary in their wants and needs. It is a significant way of increasing customer 
satisfaction and, as a result, customer retention. Bardakci and Whitelock pointed out three 
variables related to the inconveniences of mass customization: consumers' willingness to 
pay a premium for customized products, willingness to wait for receiving customized goods, 
and willingness to spend time in specifying their customized products. 
The Effect of Internet Shopping Beliefs 
Previous experience with the Internet can influence consumers' shopping activities. 
Individuals who have experience with computers or the Internet are more likely to adopt new 
innovations, at least related to the Internet (Kay, 1993; Moor & Benbasat, 1991). Bruner & 
Kumar (2000) indicated the important role of consumers' prior experience with the web in 
influencing their reactions to web sites. 
In addition, previous studies found that people who have prior experience and 
positive beliefs about direct shopping - mail order or TV home shopping - have more positive 
attitudes toward shopping by Internet (Balabanis & Vassileiou, 1999; Yoh, Damhorst, Sapp, 
& Laczniak, 2003). Balabanis & Vassileiou (1999) found that the transition to Internet 
shopping is more likely to occur among consumers with prior home shopping experience 
than among shoppers with no prior home-shopping experience. 
Kehoe et al. (1999) found that individuals with greater experience, high computer 
skills, and use of the Internet for more years were more likely to use the Web to help in their 
decision to buy products. As consumer experience with the web increased, they tended to 
have more favorable attitudes toward websites. Shim et al. (2001) proposed an online 
prepurchase intentions model. In this model previous Internet purchase experience was the 
most influential predictor of intention to search for information through the Internet. 
Vijayasarathy (2002) investigated differences between Internet shopping intentions for 
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products categorized by cost and tangibility. Previous experiences with shopping online had 
strong effects on future shopping intentions. 
Desire for Unique Consumer Products 
Tian, Bearden, & Hunter (2001) indicated that mass customization with computer-
facilitated manufacturing is one way of servicing consumer needs for uniqueness. The 
concept of consumer need for uniqueness comes from Snyder and Fromkin's (1977) theory 
of uniqueness. According to this theory, individuals seek to reclaim their self-esteem and 
reduce negative affect through self-distinguishing behaviors. This expression varies across 
individuals as well as situations (Snyder & Fromkin, 1980). People who have stronger needs 
for uniqueness are more sensitive to similarity information and desire high levels of 
dissimilarity (Snyder, 1992). Based on this concept, consumer need for uniqueness should 
reflect individual differences in consumer motivation (Tian, Bearden, & Hunter, 2001). One 
way of achieving need for uniqueness is acquiring unique consumer products (Synder, 
1992; Snyder & Fromkin, 1980). Lynn (1991) suggested the need for uniqueness is a 
source of the desire for products. 
However, Lynn and Harris (1997) pointed out problems with existing scales for need 
for uniqueness developed originally by Snyder and Fromkin (1977). The scales heavily 
emphasized social and public risk perspectives of uniqueness and included no items related 
to consumer goods and services. Lynn and Harris developed a new scale called "desire for 
unique consumer products" (DUCP). 
Expectation Disconfirmation Model 
Mass customization is an emerging trend. It is a significant way of increasing 
customer satisfaction and, as a result, customer retention (Bardakci & Whitelock, 2003). 
Satisfaction is a vital outcome of marketing activity that leads to revisiting stores, repeat 
product purchases, and word-of-mouth promotion to friends (Alford & Sherrell, 1996; 
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Anderson et al., 1994; Bloemer & Lemmink, 1992; Oliver & Bearden, 1985; Singh, 1990; 
Tanner, 1996; Woodside et al., 1989; Zeithaml et al., 1996). Therefore, it is important to 
examine satisfaction with mass customization, which is explained by expectation, perceived 
performance, and disconfirmation. 
Satisfaction 
Major development in customer satisfaction research since the early 1970s was 
focused on the theoretical determinants of satisfaction. Satisfaction is a function of an initial 
standard and some perceived discrepancy from the initial reference point (llgen, 1971; 
Weaver & Brickman, 1974). Czepiel and Rosenberg (1977) referred to consumer 
satisfaction as a special kind of attitude, which is not able to exist prior to the purchase or 
consumption of a product and is based on actual experience. 
Consumer satisfaction has been defined as "an evaluation rendered that the 
experience was at least as good as it was supposed to be" (Hunt, 1977, p. 459), as "the 
overall feelings or attitude a person has about a product after it has been purchased" 
(Solomon, 1996, p.323), as "a post-consumption evaluation that a chosen alternative at 
least meets or exceeds expectations" (Engel & Blackwell, 1995, p.273), and as "the 
consumer's response to the evaluation of the perceived discrepancy between prior 
expectations (or some other norm of performance ) and the actual performance of the 
product as perceived after its consumption" (Tse & Wilton, 1988, p. 204). Hunt (1977) 
defined consumer satisfaction with a product or service as the favorability of the individual's 
subjective evaluation of the various outcomes and experiences associated with using or 
consuming the product or service. 
Oliver (1977, 1980) led customer satisfaction research with a model based on 
Helson's adaptation level theory (1948, 1959). He posited that expectation is an adapted 
standard, which provides a frame of reference for a consumer's evaluation. Oliver's 
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expectancy-disconfirmation model is one of the dominant models used in customer 
satisfaction research. He proposed that consumer satisfaction is a positive function of 
consumer expectations or prepurchase beliefs about anticipated product performance. 
Disconfirmation beliefs are the postpurchase beliefs about the extent to which product 
performance meets expectations (Oliver, 1980). However, Oliver (1980) did not manipulate 
product performance in his research. Later, many scholars included the effect of product 
performance in the expectancy-disconfirmation model (Anderson & Sullivan, 1993; Golfing & 
Woodruff, 1988; Bolton & Drew, 1991; Churchill & Surprenant, 1982; Cronin & Taylor, 1992; 
Halstead et al., 1994; Johnson et al., 1996; Oliver & DeSarbo, 1988; Tse & Wilton, 1988). 
According to the expectancy-disconfirmation model and previous research, a 
customer's satisfaction has three antecedents: pre-purchase/pre-service expectation, 
perceived product/service performance, and confirmation or disconfirmation of these 
expectations. The process starts with a consumer's pre-purchase product/pre-used service 
expectation, which is a belief about the product itself. In the second step, the consumers' 
expectations will be negatively disconfirmed if the product performs more poorly than 
expected, confirmed if the product performs as expected, and positively disconfirmed if 
performance is better than anticipated. In the third step, disconfirmation determines a level 
of satisfaction with the product/service. That is, expectations are created, disconfirmations 
are encountered, and satisfaction levels are formed that shape a consumer' attitude toward 
the product or service. The expectancy-disconfirmation model implies that customer 
satisfaction is the result of a process in which consumer's perceived perception of 
product/service performance are different from consumer's expected performances. This 
model suggests the possible direct and indirect linkages between variables - expectation 
and satisfaction, perceived performance and satisfaction, and expectation and perceived 
performance. 
23 
The expectancy-disconfirmation model of satisfaction has been built upon by various 
scholars to add new variables that provide greater explanation of consumer satisfaction. 
The variables include attribution (Oliver, 1993; Oliver & DeSarbo, 1988), affective responses 
(Alford & Sherrel, 1996; Boulding, Kalra, Staelin, & Zeithhaml, 1993; Oliver, 1993; Oliver et 
al., 1997; Westbrook & Oliver, 1991; Westbrook, 1980, 1987), desire (Spreng, MaKenzie, & 
Olshavsky, 1996 ), norms (Cadotte et al., 1987; Woodruff et al., 1983) and equity (Oliver & 
DeSarbo, 1988; Swan & Oliver, 1989). 
Expectation 
In the expectancy-disconfirmation model, expectation formation is the first 
antecedent to understanding the satisfaction process. Expectation has been defined and 
used differently by various researchers. Miller (1977) defined ideal expectations as the wish 
for level of performance. Swan & Trawick (1980) defined desired expectations as the level 
that the consumer wants a product to perform. Based on the study of Olson and Dover 
(1979), Oliver (1980, p.462) defined expectation as "the consumer probability of outcome 
occurrence" and "an evaluation of that outcome." He used the overall expectation as the 
sum of belief-evaluation products from Fishbein and Ajzen's model (1975). Other 
researchers referred to expectation as the "probability of outcome occurrence" (Bearden & 
Teel, 1983; Westbrook, 1987; Westbrook & Reily, 1983). 
In the expectancy-disconfirmation model satisfaction is the function of the perceived 
differences between perceived performance and expectations (Oliver, 1980; Woodruff, 
Candotte, & Jenkins, 1983). The effects of expectation on overall satisfaction are directly 
influenced (Cadotte et al., 1987; Churchill & Surprenant, 1982; Oliver, 1977; Tse & Wilton, 
1988) or mediated by disconfirmation of the expectation (Oliver & Bearden, 1985; Tse & 
Wilton, 1988; Westbrook, 1987). Higher expectation is negatively related to disconfirmation, 
and disconfirmation is the direct antecedent of satisfaction. Therefore, reducing expectation 
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might positively affect satisfaction (Parasuraman, Zeithaml, & Berry, 1985). In addition, 
there are several studies providing empirical evidence of positive linkage between 
expectation and perceived performance (Boulding, Kalra, Staelin, & Zeithhaml, 1993; 
Churchill & Surprenant, 1982; Spreng, MaKenzie, & Olshavsky, 1997). 
Perceived performance 
Perceived performance refers to the subjective evaluation of performance made by 
an individual after a good or service is used (Oliver, 1980; Churchill & Surprenant, 1982; 
Halstead et al., 1994). Ever since Churchill and Surprenant (1982) initially identified 
perceived performance, it has been a strong determinant in the consumer satisfaction model. 
Golfing and Woodruff (1988), Golton and Drew (1991), Cronin and Taylor (1992), Anderson 
and Sullivan (1993), and Johnson et al. (1996) found that perceived performance has a 
direct influence on consumer satisfaction unmediated by disconfirmation. In addition, 
performance has had an indirect effect through disconfirmation (Anderson & Sullivan, 1993; 
DeRuyter et al., 1997; Oliver & DeSarbo,1988; Tse & Wilton, 1988). Halstead et al. (1994) 
confirmed that perceived performance is a separate recognition that allows for the 
assessment of the contribution each attribution makes to overall satisfaction judgment. 
Oliver (1997) argued that the linkage between expectation and perceived 
performance is based on assimilation or contrast effects. There is empirical evidence, 
supporting the assimilation effect, that expectation may positively affect perceived 
performance (Goulding et al., 1993; Churchill & Surprenant, 1982; Spreng, Mackenzie, & 
Olshavsky, 1996). On the other hand, contrast effects result when perceptions are different 
from the expectation, so higher expectations might lead to lower perceived performance 
(Gone. Shimp, & Sharma, 1990; Oliver, 1997). 
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Disconfirmation 
Disconfirmation refers to the consumer's evaluation of product or service 
performance relative to initial expectations and arising from discrepancies between prior 
expectations and actual performance (Oliver, 1977, 1980; Halstead et al., 1994). 
Disconfirmation is the mediating variable that links expectations and perceived performance 
with satisfaction in the expectancy disconfirmation model (Churchill & Surprenant, 1982; 
Oliver & Bearden, 1985; Oliver & DeSarbo, 1988; Swan & Trawick, 1981; Tse & Wilton, 
1988; Westbrook, 1980). When a product or service performance exceeds initial 
expectations, positive disconfirmation occurs. Product or service performance that falls 
short of expectation results in negative disconfirmation. Confirmation occurs when 
performances and expectations match. That is, disconfirmation is the degree to which 
performance exceeds, meets, or falls short of one's expectations, resulting in positive, zero 
and negative disconfirmation, respectively. There is empirical evidence to support that 
higher expectation is negatively related to disconfirmation (Churchill & Surprenant, 1982); 
and higher performance is positively related to disconfirmation (Anderson & Sulliva, 1993; 
Bolton & drew, 1991; Churchill & Surprenant, 1982; Swan STrawick, 1981). 
Disconfirmation has frequently been tested in the satisfaction processes in different 
settings, and it has a strong direct effect on satisfaction (Churchill & Surprenant, 1982; 
Oliver, 1977, 1980, 1993; Oliver & Bearden, 1985; Oliver & DeSarbo, 1988; Swan & Trawick, 
1981; Tse & Wilton, 1988; Westbrook, 1980; Westbbrook & Oliver, 1991; Westbrook & Reilly, 
1983; Woodruff et a I., 1983). 
Behavioral consequences 
As behavioral consequences of satisfaction, most researchers previously have 
examined intention to revisit a store (Boulging et al., 1993; Oliver, 1980; Oliver & Bearden, 
1985; Oliver et al., 1997; Oliver, Rust, & Varki, 1997; Swan & Trawick, 1981; Patterson et al., 
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1997), intention to purchase a product if possible (Anderson & Sullivan; 1990; Oliver, 1977; 
Patterson et al., 1997), and intention to recommend the service/product (Boulging et al., 
1993; Swan & Oliver, 1989). These studies have clearly shown that a positive relationship 
exists between consumer satisfaction and the behavioral intentions of consumers (Anderson 
& Sullivan; 1990; Boulging et al., 1993; Oliver, 1980; Oliver & Bearden, 1985; Oliver et al., 
1997; Oliver, Rust, & Varki, 1997; Swan & Oliver, 1989; Swan & Trawick, 1981; Patterson et 
al., 1997). 
Proposed Model 
Based on previous research, the following Model 1 (see Figure 2.1) was generated 
to examine satisfaction with mass customized Internet apparel shopping sites. 
Fundamentally, this model is based on the expectancy disconfirmation paradigm of 
satisfaction (Oliver, 1977, 1980; Churchill & Surprenant, 1982; Swan & Trawick, 1980). 
Expectation will be examined as an antecedent of satisfaction, and degree of 
interactivity of Internet apparel shopping sites will be used as treatments to examine effect of 
interactivity on satisfaction. The direct and indirect effect of perceived performance on 
satisfaction (DeRuyter et al., 1997; Oliver & DeSarbo, 1988; Tse & Wilton, 1988) will be 
examined in this model. As the consequences of satisfaction, behavioral consequences of 
satisfaction such as purchase intention, intention to return to web sites, and intention to 
recommend the product, service, or web sites will be examined. Also, the effects of the time 
respondents spent in the treatment will be considered. Model 1 (Figure 2.1.) captured the 
differences between the medium and high interactive Internet shopping sites and time 
respondents spent in the treatment with the expectancy disconfirmation model. 
Expectation 
W Satisfaction Disconfirmation Behavioral 
consequence 
Degree of 
interactivity 
Perceived 
Performance 
U 
Time 
Figure 2.1. Proposed Model : Satisfaction Model with Level of Interactivity and Time 
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Research Hypotheses 
Based on the review of previous literature, the following hypotheses were generated. 
The following hypotheses and alternative hypotheses were developed to examine 
antecedents and consequences of satisfaction toward apparel web sites varying in 
interactivity characteristics. Because no studies have attempted to identify the effect of 
desire for unique consumer products within the expectancy disconfirmation model, research 
questions exploring relationships between each variable and need for unique consumer 
products in the expectancy disconfirmation model were generated. To control effects of how 
much time respondents spent on the website, time was added in the proposed model. 
Treatment 
H-m. Higher performance will be perceived in the more interactive customization site than 
in the less interactive customization site. 
Hi.?. Greater disconfirmation will be yielded in the more interactive customization site than 
in the less interactive customization site. 
Hv3. Higher satisfaction will be occur with the more interactive customization site than in 
the less interactive customization site. 
H1„4. Greater behavioral consequences will result for the more interactive customization 
site than in the less interactive customization site. 
Expectation-Disconfirmation model 
H2-i: Higher expectations for mass customized Internet apparel sites will yield positive 
perceived performance of a mass customized Internet apparel site (Boulding et al., 
1993; Churchill & Surprenant, 1982; Spreng, MaKenzie, & Olshavsky, 1997). 
H2.2: Higher expectations for mass customized Internet apparel sites will yield more 
negative disconfirmation of a mass customized Internet apparel site (Bearden & Teel, 
1983; Churchill & Surprenant, 1982; Oliver, 1980; Tse & Wilton, 1988). 
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H2.3: Higher expectations for mass customized Internet apparel sites will directly yield 
positive satisfaction with a mass customized Internet apparel site (Cadotte et al., 
1987; Churchill & Surprenant, 1982; Tse & Wilton, 1988). 
H2.4: Higher expectation for mass customized Internet apparel sites will indirectly yield 
positive satisfaction with the mass customized Internet apparel sites mediated by 
disconfirmation (Churchill & Surprenant, 1982; Oliver & Bearden, 1985; Tse & Wilton, 
1988; Westbrook, 1987). 
H3.1: Higher perceived performance of mass customized Internet apparel sites will yield 
positive disconfirmation of a mass customized Internet apparel site (De Ruyter et al., 
1997; Oliver, 1993; Tse & Wilton, 1988). 
H3.2. Higher perceived performance of a mass customized Internet apparel site mediated 
by positive disconfirmation will yield positive satisfaction toward a mass customized 
Internet apparel site (DeRuyter et al., 1997; Oliver, 1993; Tse & Wilton, 1988). 
H3.3. Higher perceived performance of a mass customized Internet apparel site will directly 
yield positive satisfaction with a mass customized Internet apparel site (Anderson & 
Sullivan, 1993; Golfing & Woodruff, 1988; Bolton & Drew, 1991; Cronin STaylor, 
1992; Johnson et al., 1996). 
H4. More positive disconfirmation of a mass customized Internet apparel site will yield 
greater satisfaction with a mass customized Internet apparel site (Churchill & 
Surprenant, 1982; Oliver, 1977, 1980, 1993; Oliver & DeSarbo, 1988; Swan & 
Trawick, 1981; Tse & Wilton, 1988; Woodruff et al., 1983). 
H5. Higher satisfaction with a mass customized Internet apparel site will yield positive 
behavioral consequences (Anderson & Sullivan, 1990; Bloemer & Lemmink, 1992; 
Boulding et al., 1993; LaBarbera & Mazursky, 1983; Oliver & Bearden, 1985; Oliver, 
1977, 1980; Oliver, Rust & Varki, 1997; Patterson et al., 1997; Singh, 1990; Swan & 
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Oliver, 1989; Swan & Trawick, 1981; Tanner, 1996; Woodside et al., 1989; Zeithaml 
et al., 1996). 
Beliefs about Internet shopping 
Hg_i: More positive beliefs about Internet shopping apparel sites will yield more positive 
expectations toward a mass customized Internet apparel site. 
H6.2: More positive beliefs about Internet shopping apparel sites will yield 
positive perceived performance of a mass customized Internet apparel site. 
Hg-s: More positive beliefs about Internet shopping apparel sites will yield more positive 
disconfirmation of a mass customized Internet apparel site. 
H6.4: More positive beliefs about Internet shopping apparel sites will yield higher 
satisfaction with a mass customized Internet apparel site. 
H6„5: More positive beliefs about Internet shopping apparel sites will yield higher 
behavioral consequences toward a mass customized Internet apparel site. 
Desire for unique consumer products 
H/.-,: Higher desire for unique products will yield higher expectations for a mass 
customized apparel site. 
H7.2: Higher desire for unique products will yield higher perceived performance of a mass 
customized apparel site. 
H7.3: Higher desire for unique products will yield more positive disconfirmation of a mass 
customized apparel site. 
H7.4: Higher desire for more unique products will yield higher satisfaction with a mass 
customized apparel site. 
H7„5: Higher desire for more unique products will yield higher behavioral consequences 
related to a mass customized apparel site. 
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CHAPTER 3: METHOD 
The following chapter gives a description of procedures and methods. Sampling, 
treatment, and questionnaire development are discussed, and the procedure of the study is 
explained. To accomplish the research objectives, there were two stages of data collection: 
1) a web survey and 2) convenience sampling through local organizations using a one 
factorial experiment design. Data was analyzed using descriptive statistics, Pearson 
correlations, regression, and factor analysis. Structural equation modeling was used for 
testing the theoretical model. 
Treatment Development 
Two mass customization web sites varying in level of interactivity were produced for 
this study. Children's apparel was the product of focus, in part because fit would not be a 
critical issue for this product class. 
Selection of style and design component 
Three professors and three graduate students in a Textiles and Clothing program 
were involved in the selection of style and design components of clothing stimuli. A jacket, 
overalls, and a t-shirt design were selected for stimuli as they are classic styles in children's 
clothing categories. 
Customization options 
A pocket was available as a customizing option for all three styles, as well as two 
collar options for the jacket, two sleeve length options in the t-shirt, and pant and skirt 
options in the overalls. Thirteen fabric print designs were selected from thirty designs 
developed by three graduate students and thirty undergraduate students studying 
development of digital prints for children's clothing. In the selection process, balance 
among designs were considered, such as simple vs. complex, photo image vs. illustrated 
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image, abstract vs realistic, and animal, flower, nature, fun, uniqueness and color variety. 
Three color ways were developed in four out of the thirteen fabric designs. 
Stimulus treatment development 
Two levels (more interactive customization site and less interactive customization 
site) of interactivity in site design were developed for the mass customized children's 
apparel shopping sites. Kamali and Loker (2002) examined the effects of three levels of 
treatment for only t-shirts with a limited mass customization site, an advanced mass 
customization site, and a control site. In their study, there were significant differences 
between the control and mass customized sites, but there were not significant differences 
between the two mass customization sites. Therefore, in the present study limited and 
advanced mass customization sites were created to examine level of interactivity effects by 
increasing product categories as well as choice options. The categories of children's 
clothing offered included a jacket, overalls, and a t-shirt. Offering a control treatment would 
require completely different instructions for respondents, therefore a control site with no 
interactivity could not provide a comparable experience. Because the control site in the 
Kamili and Locker (2002) study was found differences and because the media presentation 
in a control site could not be comparable, a control treatment was not included. 
In treatment one, the less interactive customization site, there were fewer choices 
for clothing design features, making it less customized and less interactive site; participants 
were able to customize only print options and size (2T, 3T, and 4T) selection. In this 
treatment, participants had 63 choices for each style (jacket, overalls, and t-shirt); in total 
they had 189 choices to make to design a garment. 
In treatment two, higher interactive customization of design selection offered a 
greater amount of choices. Respondents chose from several prints and sleeves (long or 
short), collar (round or shirt), and pockets (with or without). In this treatment, participants 
33 
had 252 choices for each style (jacket, overalls, and t-shirt) and a total of 756 choices to 
design a garment. Table 2.1 and Table 2.2 show the possible combinations in each 
treatment. 
Web survey development 
The web survey was constructed to include: 1) a logo page with the digikids logo and 
introduction pictures as a heading, 2) an introduction page, including brief information about 
the study and incentive information, 3) a definitions page which explained key terms 
participants needed to know, 4) an informed consent page which explained the purpose of 
the study, procedures, benefits and compensation, costs, risks, confidentiality, participant 
rights, and contact information of researchers, 5) Questionnaire I, 6) an explanation page 
about the experimental site, 7) mass customized website, 8) Questionnaire II, and 9) the 
reward options page. On every page, a black background with white lettering appeared. In 
the questionnaires, different color schemes were used in each level of answer to increase 
visibility and ease of completion. Questions were constructed in a fixed format so that the 
questionnaire appeared the same for all respondents. To browse the mass customized 
website, participants were required to have the Flash 6.0 program. There was a Flash 
detection program in the homepage that automatically lead the participants to install this 
program before they started the survey. 
Table 2.1. Combination of Design Options in the Less Interactive Customization Site. 
Clothing 
Design 
Jacket Shirt Overalls 
Print 
Color 
Size 
4 options 
3 options 
3 options 
9 options 4 options 
1 choice per print 3 options 
3 options 3 options 
9 options 4 options 
1 choice per print 3 options 
3 options 3 options 
9 options 
1 choice per 
print 
3 options 
Collar 
Pocket 
4 x 3 x 3  
=36 
Shirt collar 
Pocket 
9 x 3  
= 27 
Shirt collar 
1 
Pocket 
4 x 3 x 3  
=36 
None 
Pocket 
9 x 3  
= 27 
None 
Pocket 
4 x 3 x 3  
=36 
None 
Pocket 
9 x 3  
= 27 
None 
Pocket 
Sleeves Short None Short Short None None 
Pants 
/skirt 
None None None None Pants Pants 
Sub Total 63 63 63 
choices for each 
style 
Total 189 
Table 2.2. Combination of Design Options in the More Interactive Customization Site. 
Clothing Jacket Shirt Overalls 
Print 4 options 9 options 4 options 9 options 4 options 9 options 
Size 3 options 3 options 3 options 3 options 3 options 3 options 
Color 3 options 1 choice per print 3 options 1 choice per print 3 options 1 choice per print 
Collar 2 options 
1) Shirt collar 
2) Round collar 
2 options 
1) Shirt collar 
2) Round collar 
None None None Nonle 
Pocket 2 Options 
1 ) Pocket 
2) No pocket 
2 Options 
1 ) Pocket 
2) No pocket 
2 Options 
1) Pocket 
2) No pocket 
2 Options 
1) Pocket 
2) No pocket 
2 Options 
1) Pocket 
2) No pocket 
2 Options 
1 ) Pocket 
2) No pocket 
Sleeves None None 2 options 
1) Short 
2)Long 
2 options 
1) Short 
2) Long 
None None 
Pants 
/Skirts 
None None None None 2 options 
1) Pants 
2) Skirts 
2 options 
1) Pants 
2) Skirts 
4 x 3 x 3 x 2 x 2  9 x 3 x 2 x 2  4 x 3 x 3 x 2 x 2  9 x 3 x 2 x 2  4 x 3 x 3 x 2 x 2  9 x 3 x 2 x 2  
=144 =108 =144 =108 =144 =108 
Sub Total choices 
for each style 
252 252 252 
Total 756 
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Instrument Development 
A self-administered data collection questionnaire was developed based on the 
background literature and objectives. The questionnaire included two separate parts, I and 
II. Before participants were exposed to any stimuli, the first set of questions was 
administered, consisting of three measures: 1) previous shopping experiences, 2) use of 
and beliefs about Internet shopping for children's clothing, 3) beliefs about children's 
clothing available on the market today, and 4) expectations for Internet shopping sites, mass 
customization, and digital printing. 
Part II of the questionnaire included five measures: 1) perceived performance of 
Internet shopping sites, mass customization, and digital printing, 2) disconfirmation of 
expectations, 3) satisfaction with the site, 4) behavioral consequences, 5) desire for unique 
consumer products as an individual characteristic, and 6) demographic information. 
However, expectations for and performance of Internet shopping and digital printing were 
not analyzed; only expectations for and performance of mass customization were analyzed 
in this study. 
Questionnaire I 
Previous Shopping Experiences 
Previous shopping experiences were measured by asking about experience with 
various shopping modes such as in-store shopping, mail order shopping, and Internet 
shopping. The items asked about: 1) the length of experience with each apparel shopping 
mode, 2) the frequency of shopping mode use for product purchases during the past 12 
months, and 3) the amount of money spent for apparel shopping using various shopping 
modes during the past 12 months. To measure the length and frequency of each shopping 
mode, an ordinal scale was used: Never (1), Less than six months (2), Six months to one 
year (3), One to two years (4), and More than two years (5). 
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Global Satisfaction 
Global satisfaction was measured by asking about the level of satisfaction with 
various shopping modes. To measure the global satisfaction with each shopping mode, a 5-
point scale ranging from not satisfied (1) to satisfied (5) was used. 
Beliefs about Children's Clothing Available on the Market Today 
A set of seven items was from Zaichkowsky's personal involvement inventory (1994) 
and developed by researchers in Textiles and Clothing. Participants were asked to rate 
"What do you think about children's clothing available on the market today?" on 5-point, 
bipolar scales (Boring/Interesting, Exciting/Unexciting, Appealing/Unappealing, 
Fascinating/Mundane, Satisfying/Dissatisfying, interesting/Uninteresting, 
Desirable/Undesirable). 
Beliefs about Internet Shopping for Children's Clothing 
In order to measure beliefs about Internet shopping for children's clothing, 18 items 
were modified from instruments used in previous research of Internet shopping (Lokken et 
al., 2001). Items were rated on a five-point Likert type scale ranging from Strongly Disagree 
(1) to Strongly Agree (5). 
Expectation 
To measure expectations for mass customization sites, general expectations and 
specific attribute expectations were measured. The measurement format was a 5-point 
Likert scale, ranging from Strongly Disagree (1) to Strongly Agree (5). 
A set of sixteen items about expectations for mass customization also was included. 
General expectations about mass customization and expectations about customizing 
product features were measured. Product feature items were based on Lee et al. s (2002) 
study of preferred product features to customize. The final set of expectation items is 
provided in Table 3.1. 
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Table 3.1. Questionnaire Items Measuring Expectation 
On a Likert-type scale of strongly disagree (1) to strongly agree (5) 
On a customized children's clothing site, I expect 
A. The process will be fun 
B. The process will be complex 
C. The process will be difficult 
D. The process will be convenient 
E. To be able to select the components (i.e. sleeves, closures, lengths, collars) of a clothing 
item 
F. It will take too much time to select all the necessary choices to design the children's clothing I 
want 
G. To be able to select the perfect length 
H. To be able to select a style that I like 
I. To be able to select a unique style 
J. To be able to select the color I like 
K. To be able to select garment details I like 
L. To be able to select a fabric print I like 
M. To be able to select the perfect size 
N. To get perfect fit 
O. To pay more for the garment 
P. It will be difficult to choose from the many garment features available. 
Questionnaire II 
Perceived Performance 
Perceived performance was assessed by a question asking about the degree of 
performance of the mass customized Internet shopping site. Overall and specific attribute 
performances were measured. To measure perceived performance about mass 
customization, fifteen parallel items from the expectations measure were used and two new 
items to measure wearability of the mass customized garment and preference for mass 
customization of garments were developed. One item from expectations which measured 
fitting issues was dropped from the perceived performance measures as this study was 
limited to the design involvement process; fit could not be assessed by the respondents. 
Participants were asked to evaluate performance with a 5-point Likert scale, ranging from 
39 
Strongly Disagree (1) to Strongly Agree (5). The final set of performance items is provided in 
Table 3.2. 
Table 3.2. Questionnaire Items Measuring Perceived Performance 
On a Likert-type scale of strongly disagree (1) to strongly agree (5) 
Please rate the following based on your evaluation of customizing children's clothing: 
A. The process was fun 
B. The process was complex 
C. The process was difficult 
D. The process was convenient 
E. It took too much time to select all the necessary choices to design the children's clothing I 
wanted 
F. I was able to select the components (i.e. sleeves, closures, lengths, collar of clothing items 
G. I was able to select the perfect length 
H. I was able to select a style that I like 
I. I was able to select a unique style 
J. I was able to select a color I like 
K. I was able to select garment details I like 
L. I was able to select a fabric print I like 
M. I was able to select the perfect size 
N. The customized garment appears to be very wearable 
O. I liked the garments that were available for customizing 
P. I would pay more for the garment 
Q. I found it difficult to choose from all the garment features available. 
Disconfirmation 
Overall impression of disconfirmation of expectations was measured by using the 
better than expected and worse than expected scale (Churchill & Surprenant, 1982; Oliver, 
1980; Oliver & DeSarbo, 1988; Swan & Trawick, 1981; Tse & Wilton, 1988; Woodruff et al., 
1983). Disconfirmation was measured by separate questions about disconfirmation of 
expectations for the Internet shopping experience, Internet shopping site, mass 
customization process, clothing available on the site, and customized design selected. A set 
of six items was used and overall impressions were rated on 5-point rating scales, ranging 
from worse than expected (1) to better than expected (5) (Oliver, 1977, 1980, 1993; Oliver & 
Bearden, 1985; 
Woodruff et al., 
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Swan & Trawick, 1981; Tse & Wilton, 1988; Westbrook & Oliver, 1991; 
1983). Table 3.3. shows the six items for disconfirmation. 
Table 3.3. Questionnaire Items Measuring Disconfirmation 
On a Likert-type scale of worse than expected (1) to better than expected (5) 
A. Overall, the Internet shopping experience in the digikids site was 
B. Overall, the digikids site was 
C. Overall, the clothing available from the digikids site was 
D. Overall, the customized children's clothing process in the digikids site was 
E. Overall, the digitally printed designs from the digikids site were 
F. Overall, the clothing item you customized on the digikids site was 
Satisfaction 
Satisfaction was measured by overall satisfaction with (1) the Internet shopping site, 
(2) products available in the Internet shopping site, (3) the customization process, (4) digital 
printing of clothing, and (5) customized product selected (Patterson et al., 1997; Spreng et al. 
1996; Tse & Wilton, 1988). A set of ten items was used. Participants were asked to rate 
overall satisfaction with four 5-point rating scales, ranging from very dissatisfied (1) to very 
satisfied (5). In addition, participants were asked to rate liking with a five 5-point Likert scale, 
ranging from Strongly Disagree (1) to Strongly Agree (5). The final set of satisfaction items is 
provided in Table 3.4. 
Table 3.4. Questionnaire Items Measuring Satisfaction 
On a Likert-type scale of very dissatisfied (1) to very satisfied (5) 
A. Considering everything, how satisfied are you with the digikids site? 
B. Considering everything, how satisfied are you with the products available in the digikids site? 
C. Considering everything, how satisfied are you with the customized children's clothing 
process? 
D. Considering everything, how satisfied are you with digitally printed clothing? 
E. Considering everything, how satisfied are you with the customized children's clothing you 
selected? 
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Table 3.4. (Continued) 
On a Likert-type scale of strongly disagree (1) to strongly agree (5) 
F. I like the digikids site 
G. I like the garments available in the digikids site. 
H. I like the digital prints available in the digikids site. 
I. I like the customized children's clothing process. 
J. I like the customized children's clothing I selected. 
Behavioral Consequences 
Behavioral consequences were measured by asking participants' their intention to 
revisit the mass customized Internet site if it is possible to do so (Boulging et al., 1993; 
Oliver, 1980; Oliver & Bearden, 1985; Oliver et al., 1997; Oliver, Rust, & Varki, 1997; Swan 
& Trawick, 1981; Patterson et al., 1997), intention to purchase a product from the site if 
possible (Anderson & Sullivan; 1990; Oliver, 1977; Patterson et al., 1997), and intention to 
recommend the service/product (Boulging et al., 1993; Swan & Oliver, 1989). The five items 
were rated on 5-point rating likelihood scales, ranging from unlikely (1) to likely (5). Table 3.5 
shows the five items for behavioral consequences. 
Table 3.5. Questionnaire Items Measuring Behavioral Consequences 
On a Likert-type scale of very unlikely (1) to likely (5) 
A. How likely are you to visit the digikids site again if it becomes available? 
B. How likely are you to recommend the digikids site to your friends? 
C. How likely are you to customize clothing, if the option becomes available? 
D. How likely are you to purchase the customized clothing from the digikids site, if it becomes 
available? 
E. How likely are you to recommend customizing clothing to your friends? 
Desire for Unique Consumer Products 
A set of eight items from the Lynn and Harris (1997) measure of desire for unique 
consumer products (DUCP) was included. The internal reliability and test-retest reliability of 
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the measure were previously .78 and .85, respectively (Lynn & Harris, 1997). Respondents 
were asked to indicate the level of agreement with the statements. A five-point Likert scale 
was used to record responses, ranging from Strongly Disagree (1) to Strongly Agree (5). 
The final set of items to measure desire for unique consumer products is provided in Table 
3.6. 
Table 3.6. Questionnaire Items Measuring Desire for Unique Consumer Products 
On a Likert-type scale of very unlikely (1) to likely (5) 
A. I am very attracted to rare objects. 
B. I tend to be a fashion leader rather than a fashion follower. 
C. I am more likely to buy a product if it is scarce. 
D. I would prefer to have things custom-made than to have them ready-made. 
E. I enjoy having things that others do not. 
F. I rarely pass up the opportunity to order custom features on the products I buy. 
G. I like to try new products and services before others do. 
H. I enjoy shopping at stores that carry different and unusual merchandise. 
Demographic Variables 
The demographic variables included were: gender, marital status, ethnicity, 
education, household income, zip code, occupation and number of children and adults living 
in the household as well as the distance from stores patronized from home. Items were fill-in 
the blank and multiple choice category formats. 
Pretest 
Before the study, a pretest was conducted with ten adults who had purchased 
children's clothing and who had experiences with Internet shopping. Respondents worked 
in Ames, IA, during August 2003. The researcher stood nearby during each individual 
pretest to answer questions. Timing of participation was measured; it was approximately 20 
minutes on the average. After participants completed the study, each was interviewed about 
clarity of directions and guidelines for the web survey, website design, web survey design, 
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stimulus design, and questionnaire design. Based on the results of the pretest and 
comments from participants, necessary corrections in the website content and 
questionnaires were made before data collection commenced. 
Sample 
Two different sampling methods were used in this study because of low response 
rate to the initial method. The population of this study was people who had previously 
purchased children's clothing and who have had experience with Internet shopping for any 
product. 
The first stage of sampling was a random sample purchased from a sampling 
company. The e-mail list included consumers who have purchased children's clothing over 
the Internet. A customer list of 5000 individuals was purchased. The e-mail invitation letter 
was sent out two times (one week between mailings) to the same list by the sampling 
company. In this sampling, there were 40 responses from the first contact and another 40 
responses from follow-up. However, we initially lost possible 50 respondents because there 
were technical problems with the site program. 
The second stage of the sampling was convenience sampling of consumers in 
multiple areas of the U.S. Members of organizations were contacted through chairs or 
heads of the local organizations to distribute the flyer to customers or members. To meet 
the characteristics of the population in this study, places where parents were easily 
accessible, such as day care centers, children's programs in the public library and churches 
in Iowa, Ohio, and New York state were selected to recruit participants for this study. To 
recruit participants, first contact with chair/head of the local organization was initiated to 
explain the purpose of this study and get permission to leave flyers on their premises or to 
distribute to their members. Around 1000 flyers were distributed in various places. After 
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approval or permission from chairs/heads of organizations, individual's flyers were delivered 
for distributing to members. 
Statement on the Use of Human Subjects 
The data collection website and questionnaires (Appendix A ), e-mail invitation letter 
requesting responses (Appendix B), and follow-up e-mail invitation letter (Appendix C) were 
submitted to and approved by the Iowa State University Human Subject Review Committee 
and Bowling Green State University Human Subject Review Board on the use of human 
subjects for this study (Appendix D). The privacy, rights, and welfare of the human subjects 
were ensured to be adequately protected from any possible risks to the participants. 
Participant's volunteers were aware that they had a choice of not answering questions. 
They were informed about the amount of time that it would take to participate in this study. 
The confidentiality of data from voluntary participants was assured. As there was a change 
in the sampling population for this study, the modified human subjects form with letter to 
chair/head of organization (Appendix E), and flyer (Appendix F) were submitted to and 
approved by the Iowa State University Human Subject Review Committee and the Bowling 
Green State University Human Subject Review Board (Appendix G). 
Data Collection Procedure 
Participant contacting procedures 
During recruitment of participants via the Internet customer lists, participants were 
randomly assigned to the two different experimental treatments (less customized and less 
interactive site/highly mass customized and highly interactive site). The participant received 
an e-mail invitation that included purpose and potential implications of the study as well as a 
request for participation. In this e-mail invitation letter, the purpose of the study was 
explained and confidentiality of information provided by respondents was assured. Every 
participant was assigned an identification number when they filled out the survey. About one 
week after first contact, a follow-up e-mail invitation was sent out, thanking those who had 
responded and requesting a response from those who had not. 
To increase participation in the study, all respondents were entered into drawings of 
20 people for $25 cash prizes and another 20 people for actual garments they customized 
on the website. The prizes were an incentive that was announced in the e-mail invitation in 
initial and follow-up messages. 
For the second sampling of local organizations, the permission letter to heads/chairs 
of organizations and flyers to members included the same information as the e-mail 
invitation letter which was sent out to the first sample. About one week after first flyers were 
handed out to members, follow-up flyers were delivered and distributed to some 
organizations. 
Randomization 
Participants were randomly assigned to one of the two customization treatments. 
The website was set up to automatically randomize assignment of each participant to one of 
the levels of interactivity as an individual accessed the web site. 
Data collection procedures 
When participants first accessed the web site they saw the logo page with the 
digikids logo and introduction pictures. If they did have Flash 6.0 the logo page 
automatically moved to the introduction page. If the respondent did not have Flash 6.0, the 
page suggested downloading this program to the participant's computer. Once the logo 
page moved on to the introduction page, participants were told the purpose of the study and 
were introduced to the researchers. Incentive information and assurance that the products 
for this study were only for research purposes and not for sale were given. 
Once participants clicked "continue" at the bottom of the introduction page, they were 
moved to the definitions page which explained two terms participants needed to know to 
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participate in the study. In this definition page, definitions of customization and digital textile 
printing were given to the participants. Once they clicked "continue" at the bottom of the 
definitions page, they were moved to the "rights of participants" page, which presented the 
informed consent form. On this page, participants indicated their voluntary consent to 
participate in the study by pressing "continue" at the bottom of the page. Once they clicked 
"continue," they were move to the Questionnaire I page. 
After respondents filled out and submitted Questionnaire I, they were moved to the 
stimulus introduction page, which briefly explained the customization process and 
encouraged participants to explore by selecting multiple options for children's clothing. In 
the less interactive customization site, participants read "...you will be able to design a 
jacket, a shirt, or overalls while choosing print options you like." In the more interactive 
mass customization site, participants read "... you will be able to design a jacket, a shirt, or 
overalls while choosing prints, collars, pocket, or pants/skirt options you like." Participants 
were told that they could only submit one garment after they finished the customization 
process. The time respondents spent in the treatments was measured. 
Once all respondents submitted their customized garment, they were moved to the 
Questionnaire II page. After they filled out and submitted Questionnaire II, they were moved 
to the reward options page, where they could apply for the cash prize, garment award, both 
awards, or none of them. After respondents submitted a rewards selection, they were 
moved to the "thank you page" that let them know the whole process was complete. 
Data Analysis 
SPSS 11.5 was used for descriptive statistics such as Pearson correlation, 
regression analysis, ANCOVA, and exploratory factor analysis. For causal model analysis 
LISREL 8.54 was used. 
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Descriptive statistics 
Descriptive analysis focused on respondents' demographic profile, previous 
shopping experiences, Internet shopping beliefs, and desire for unique products as well as 
research variables such as expectations, perceived performance, disconfirmation, 
satisfaction, and behavioral consequences. Frequencies, percents, means, and standard 
deviations were used for descriptive statistics. 
Construct validity and internal reliability 
Construct validity was assessed using exploratory factor analysis (Cronbach & Meehl, 
1955). Factor analysis was conducted to determine whether multiple indicators for each 
variable comprise one or more factor dimensions. Factor loadings above .55 (Nunnally, 
1967) and not higher than .30 (Kline, 1994) were considered as evidence for construct 
validity. A series of factor analyses using maximum likelihood extraction method and 
varimax rotation was employed with SPSS 11.5. Internal reliability was assessed using 
Cronbach standardized alpha (Cronbach, 1951). High alpha values are the evidence of high 
reliability among multiple item measures within a factor. After examining dimensions of 
multiple item measures, the means of the sums of multiple items will be entered into data 
analysis. 
Correlation analysis 
Pearson correlation analysis was used to examine whether there was a relationship 
among research variables for Internet shopping beliefs, desire for unique products, 
expectations, perceived performance, disconfirmation, satisfaction, and behavioral 
consequences. 
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Regression analysis 
Regression analysis was used to examine the individual effects such as beliefs about 
the Internet shopping site and desire for unique consumer products on expectations, 
perceived performance, disconfirmation, satisfaction, and behavioral consequences. 
Structural equation modeling 
The proposed model was tested through structural equation modeling (SEM). The 
maximum-likelihood estimation was analyzed through LISREL 8.54. No measurement 
errors were allowed to keep the models simple and to have a single indicator of the research 
constructs measured by their relative mean of summated scale. 
To assess the overall fit of the model to data, c/7/'-square statistics, goodness-of-fit 
index (GFI), adjusted goodness-of-fit index (AGFI), root mean square residual (RMR), 
normative fit index (NFI), and Critical N was used. For the statistical significance of 
parameter estimates f-values were used. The ^-statistic represents the estimate of 
parameter divided by its standard error; greater than 2.00 was considered as an indicator of 
statistical significance (Byrne, 1998). 
For model testing the structural path coefficients were used to test Hypotheses 1 
through 6. In order to examine indirect effects (Hypothesis^, and Hypothesis^), 
decomposition of effects was conducted. 
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CHAPTER 4: PREMININARY RESULTS 
This chapter consists of the results of sample description, descriptive statistics of 
research variables, and preliminary analyses of the research data. Sample characteristics 
are described first. Second, exploratory factor analysis was conducted on the following 
variables: Internet beliefs, desire for unique consumer products, expectations, perceived 
performance, disconfirmation, satisfaction and behavioral consequences. Internal reliability 
was assessed using Cronbach's alpha. Means of summated scores were developed for all 
research variables. 
Sample Characteristics 
Out of 214 responses, 208 were usable and were employed for the data analyses. 
Description of the sample includes respondents' demographics profiles, previous shopping 
experiences for clothing overall and previous shopping experiences for children's clothing 
through a variety of shopping modes such as mail order catalogs, Internet, TV home 
shopping, garage sales, second-hand clothing stores, and e-Bay. 
Demographic description of the sample 
In Table 4.1, a demographic profile of the sample is summarized. Generally, 
respondents were female (88.5%) and White or European American (82.2%). Most of 
respondents were married (81.7%) and living with another adult in the same household 
(73.1%). Generally, respondents had children (83.2%), and one-half of respondents 
had two or three children, 55.3 % respectively. Respondents resided in thirteen states 
with the most frequent residency Ohio (42.8%), followed by Texas (17.8%), Iowa 
(16.8%), New York (9.1%), and California (6.3%). Respondents represented a highly 
educated group, with 31.3% holding bachelor's degrees and another 31.3% holding 
graduate degrees. About 57% reported household incomes of more than $50,000. 
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Table 4.1. Demographic Characteristics 
(%) 
Gender Female 184 88.5 
Male 23 11.1 
Ethnicity White or European American 171 82.2 
Black or African American 7 3.4 
Hispanic or Latino American 5 2.4 
Asian American 14 6.7 
Native American 4 1.9 
Native Hawaiian or Pacific Islander 1 0.5 
Marital Single 34 16.3 
Status Married 167 81.7 
Family Size Number of adults in household 
1 30 14.4 
2 152 73.1 
3 10 4.8 
4 9 4.3 
5 1 0.5 
6 1 0.5 
Number of children in household 
0 32 15.4 
1 61 29.3 
2 54 26.0 
3 41 19.7 
4 11 5.3 
5 5 2.4 
6 1 0.5 
9 1 0.5 
State California 13 6.3 
Colorado 1 0.5 
Florida 1 0.5 
Georgia 1 0.5 
Illinois 1 0.5 
Louisiana 3 1.4 
Iowa 35 16.8 
Michigan 3 1.4 
Missouri 1 0.5 
New York 19 9.1 
Ohio 89 42.8 
Texas 37 17.8 
West Virginia 1 0.5 
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Table 4.1. (Continued) 
Education Grade school 1 0.5 
Some high school 2 1.0 
Completed high school or equivalent 15 7.2 
Some college, vocational school 59 28.4 
Bachelor's degree 65 31.3 
Graduate degree 65 31.3 
Income Less than $10,000 4 1.9 
$10,000 to $14,999 9 4.3 
$15,000 to $24,999 8 3.8 
$25,000 to $34,999 24 11.5 
$35,000 to $49,999 39 18.8 
$50,000 to $74,999 66 31.7 
$75,000 to $99,999 27 13.0 
$100,000 to $149,999 14 6.7 
$150,000 to $199,999 7 3.4 
$200,000 and over 4 1.9 
Occupationb Management Occupations 7 3.5 
Business and Financial Operations Occupations 17 8.5 
Computer and Mathematical Occupations 2 1.0 
Architecture and Engineering Occupations 3 1.5 
Life, Physical, and Social Science Occupations 4 1.9 
Community and Social Services Occupations 5 2.5 
Legal Occupations 4 1.9 
Education, Training, and Library Occupations 42 20.9 
Arts, Design, Entertainment, Sports, and Media 9 4.5 
Occupations 
Healthcare Practitioners and Technical Occupations 5 2.5 
Healthcare Support Occupations 5 2.5 
Food Preparation and Serving Related Occupations 3 1.5 
Personal Care and Service Occupations 3 1.5 
Sales and Related Occupations 5 2.5 
Office and Administrative Support Occupations 18 9.0 
Production Occupations 2 1.0 
Military Specific Occupations 2 1.0 
Unemployed (housewives, students, retired) 65 32.3 
housewife (42) 
student (17) 
retired (4) 
a Sum of percents may not be equal to 100 due to missing data. 
b Categories from U.S. Department of Labor Bureau of Labor Statistics 
Occupations were concentrated in categories of unemployed - housewives, students, retired 
(32.3%), education, training, and library occupations (20.9%), office and administrative 
support occupations (9.0%), and business and financial operations occupations (8.5%). 
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Previous experiences with clothing shopping 
Respondents' previous clothing shopping experiences with in-store, mail order 
catalogs, Internet, garage sales, second-hand clothing stores, e-Bay, and TV shopping were 
studied. The length of shopping experiences with mail order catalogs, Internet, and TV 
shopping channels are provided in Table 4.2. Frequencies of each shopping mode 
experience are provided in Table 4.3. 
As to how long they had been using a particular clothing shopping mode (see Table 
4.2.), two thirds of respondents (66.8%) said that they have been using mail order catalog 
shopping for more than two years; 39 respondents (18.8%) answered that they had never 
used mail order catalog for clothing shopping. 
Regarding Internet for clothing shopping, fewer respondents used Internet shopping 
for more than two years than had used mail order catalog shopping. Eighty-one 
respondents (38.9%) said that they had been using Internet shopping for more than two 
years. Forty two respondents (20.2%) answered that they had never used the Internet for 
clothing shopping. The vast majority of respondents had never used TV shopping channels 
for clothing shopping (86.1%). Only fourteen respondents (6.7%) had used TV shopping 
channels for clothing shopping for over two years. 
Table 4.2. The Length of Shopping Experience with Mail Catalog, Internet, and TV Shopping 
Variables and Description Frequency Percent ' Mean SD 
Mail order catalog 
Length of Shopping Experience 
1=Never 
2=Less than six months 
3=Six months to one year 
4=One to two years 
5=More than two years 
39 
10 
8 
12 
139 
18.8 
4.8 
3.8 
5.8 
66.8 
3.97 1.61 
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Table 4.2. (Continued) 
Internet 
Length of Shopping Experience 3.44 1.59 
1=Never 42 20.2 
2=Less than six months 29 13.9 
3=Six months to one year 13 6.3 
4=One to two years 42 20.2 
5=More than two years 81 38.9 
TV shopping channels 
Length of Shopping Experience 1.41 1.12 
1=Never 179 86.1 
2=Less than six months 4 1.9 
3=Six months to one year 5 2.4 
4=One to two years 5 2.4 
5=More than two years 14 6.7 
a Sum of percents may not be equal to 100 due to missing data. 
Previous shopping experiences about purchasing frequency and expenditures on 
clothing shopping with a variety of shopping modes are provided in Table 4.3. Most of the 
respondents (98.6%) had purchased children's clothing in-store more than two times, and 
over half of the respondents had purchased children's clothing more than 10 times (52.9%). 
Two-thirds of the respondents (65.4%) answered that they had purchased apparel via mail 
order catalog at least once during the past 12 months. The extent of mail order catalog 
clothing shopping varied from once a year to a more than 10 times a year. Similar findings 
were obtained for clothing Internet shopping, as two-thirds of the respondents (69.2%) 
answered that they had purchased apparel via the Internet at least once during the past 12 
months. However, fewer respondents had never purchased clothing through Internet 
shopping (30.8 %). 
About one half of the respondents (56.3%) answered that they had never purchased 
clothing from a garage sale during the past 12 months. However, the extent of garage sale 
clothing shopping was varied from once a year to a more than 10 times a year. Similar 
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findings were obtained for second-hand clothing store shopping, except that fewer 
respondents had never purchased clothing through second-hand clothing stores (41.8 %). 
Table 4.3. Previous Shopping Experiences with ln-store, Mail Order Catalog, Internet, 
Garage Sale, Second-hand Clothing Store, e-Bay, and TV Shopping for Clothing 
Variables and Description Frequency Percenta 
In-Store shopping 
Number of Purchases of Clothing (12 months) 
1=Never 1 0.5 
2=Once 2 1.0 
3=2 to 5 42 20.2 
4=6 to 10 53 25.5 
5=More than 10 110 52.9 
Money Spent on Clothing Shopping (12 months) 
1=None 1 0.5 
2=$1-200 44 21.2 
3=$201-500 59 28.4 
4=$501-1000 66 31.7 
5=More than $1000 38 18.3 
Mail order catalog 
Number of Purchases of Clothing (12 months) 
1=Never 72 34.6 
2=Once 41 19.7 
3=2 to 5 83 39.9 
4=6 to 10 6 2.9 
5=More than 10 6 2.9 
Money Spent on Clothing Shopping (12 months) 
1=None 71 34.1 
2=$1-200 95 45.7 
3=$201-500 32 15.4 
4=$501-1000 6 2.9 
5=More than $1000 4 1.9 
Internet 
Number of Purchases of Clothing (12 months)) 
1=Never 64 30.8 
2=Once 38 18.3 
3=2 to 5 76 36.5 
4=6 to 10 20 9.6 
5=More than 10 10 4j3 
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Table 4.3. (Continued) 
Money Spent on Clothing Shopping (12 months) 
1=None 66 31.7 
2=$1-200 97 46.6 
3=$201-500 33 15.9 
4=$501-1000 10 4.8 
5=More than $1000 2 1.0 
Garage Sale 
Number of Purchases of Clothing (12 months)) 
1=Never 117 56.3 
2=Once 25 12.0 
3=2 to 5 43 20.7 
4=6 to 10 13 6.3 
5=More than 10 9 4.3 
Money Spent on Clothing Shopping (12 months) 
1=None 116 55.8 
2=$ 1-200 88 42.3 
3=$201-500 2 1.0 
4=$501-1000 0 0 
5=More than $1000 0 0 
Second-hand clothing store 
Number of Purchases of Clothing (12 months) 
1=Never 87 41.8 
2=Once 32 15.4 
3=2 to 5 56 26.9 
4=6 to 10 15 7.2 
5=More than 10 18 8.7 
Money Spent on Clothing Shopping (12 months) 
1=None 90 43.3 
2=$ 1-200 107 51.4 
3=$201-500 10 4.8 
4=$501-1000 0 0 
5=More than $1000 1 0.5 
e-Bay 
Number of Purchases of Clothing (12 months) 
1=Never 174 83.7 
2=Once 9 4.3 
3=2 to 5 18 8.7 
4=6 to 10 4 1.9 
5=More than 10 3 1.4 
Money Spent on Clothing Shopping (12 months) 
1=None 172 82.7 
2=$1-200 30 14.4 
3=$201-500 4 1.9 
4=$501-1000 1 0.5 
5=More than $1000 0 0 
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Table 4.3. (Continued) 
TV shopping channel 
Number of Purchases of Clothing (12 months) 
1=Never 197 94.7 
2=Once 6 2.9 
3=2 to 5 3 1.4 
4=6 to 10 2 1.0 
5=More than 10 0 0 
Money Spent on Clothing Shopping (12 months) 
1=None 198 95.2 
2=$1-200 10 4.8 
3=$201-500 0 0 
4=$501-1000 0 0 
5=More than $1000 0 0 
a Sum of percents may not be equal to 100 due to missing data. 
Most of the respondents answered that they had never purchased clothing from e-Bay 
(83.7%) and TV shopping channels (94.7%) during the past 12 months. 
The largest reported category of money spent on clothing shopping during the past 
12 months was $501 to $1000 (31.7%). For mail order catalogs, Internet, garage sales, and 
second-hand clothing stores, the majority of respondents have spent less than $200 during 
the past 12 months. However, the percentage of respondents who have spent much more 
than $200 out of the total number of respondents who spent some money on clothing 
purchases was higher for mail order catalog and Internet shopping than for garage sale and 
second-hand clothing stores. For both e-Bay and TV shopping, only a few respondents 
answered that they had spent at least $1 to $200 on clothing shopping during the past 12 
months. 
Previous experiences with children's clothing shopping 
Previous shopping satisfaction with in-store, mail order catalogs, Internet, garage 
sales, second-hand clothing stores, e-Bay, and TV shopping channels for children's clothing 
are provided in Table 4.4. As to satisfaction with particular shopping modes for children's 
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clothing, more than 83 percent of respondents were at least somewhat satisfied with in-store 
shopping. Less than half of respondents were somewhat satisfied or satisfied with mail 
order catalog shopping and Internet shopping. Additionally, 13.5 percent of respondents 
said that they were not satisfied with both mail order catalogs and the Internet for children's 
clothing shopping, whereas only 1.5 percent of respondents said that they were not satisfied 
with in-store shopping for children's clothing. 
More than 37 percent of respondents were at least somewhat satisfied with second-
had clothing stores and more than 28.8 percent of respondents were at least somewhat 
satisfied with garage sales. For both shopping modes, more than 21 percent of respondents 
were not satisfied with shopping for children's clothing. Only a small percent of respondents 
were at least somewhat satisfied with e-Bay and TV shopping channels for children's' 
clothing shopping. 
Table 4.4. Previous Shopping Satisfaction with In-store, Mail Order Catalogs, Internet, 
Garage Sales, Second-hand Clothing Stores, e-Bay, and TV Shopping for Children's 
Clothing 
Variables and Description Frequency Percenta Mean SD 
In-Store Shopping 4.36 .804 
1 = Not satisfied 1 0.5 
2 2 1.0 
3=neutral 31 14.9 
4 61 29.3 
5=Satisfied 113 54.3 
Mail Order Catalog 3.35 1.09 
1= Not satisfied 17 8.2 
2 11 5.3 
3=neutral 89 42.8 
4 49 23.6 
5=Satisfied 33 15.9 
Internet 3.42 1.15 
1= Not satisfied 17 8.2 
2 11 5.3 
3=neutral 77 37 
4 55 26.4 
5=Satisfied 39 18.8 
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Table 4.4. (Continued) 
Garage Sale 3.02 1.24 
1= Not satisfied 31 14.9 
2 17 8.2 
3=neutral 79 38.0 
4 34 16.3 
5=Satisfied 26 12.5 
Second-hand Clothing Store 3.18 1.29 
1= Not satisfied 30 14.4 
2 14 6.7 
3=neutral 67 32.2 
4 45 21.6 
5=Satisfied 33 15.9 
e-Bay 2.57 1.15 
1= Not satisfied 48 23.1 
2 10 4.8 
3=neutral 95 45.7 
4 13 6.3 
5=Satisfied 10 4.8 
TV Shopping Channels 2.24 1.02 
1= Not satisfied 63 30.3 
2 6 2.9 
3=neutral 96 46.2 
4 3 1.4 
5=Satisfied 1 0.5 
3 Sum of percents may not be equal to 100 due to missing data. 
Ages of children 
The ages of children for which respondents had purchased clothing during the last 
year are shown in Table 4.5. More than 35 percent of the respondents had purchased 
children's clothing for newborn to 10-year-olds during the 10 last years. 
Table 4.5. Ages of Children for Whom Clothing was Purchased 
Variables and Description Frequency Percent3 
Newborn to 6 months 82 39.4 
6 months to 2 years 86 41.3 
2 to 4 years 86 41.3 
4 to 6 years 66 37.7 
6 to 10 years 73 35.1 
a Sum of percents may not be equal to 100, all categories applied to some respondents. 
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Beliefs about children's clothing available on the market today 
Overall, the beliefs about children's clothing available on the market today were 
positive (see Table 4.6). Respondents assessed available children's clothing as somewhat 
interesting (M = 3.75), appealing (M = 3.72), satisfying (M = 3.54), and interesting (M = 3.6) 
but also somewhat less affordable (M = 2.31). 
Table 4.6. Beliefs about Children's Clothing Available on the Market Today 
Variables and Description Mean SD 
Boring Interesting 3.75 .80 
Unexciting Exciting 3.38 .82 
Unappealing Appealing 3.72 .99 
Mundane Fascinating 3.18 .84 
Dissatisfying Satisfying 3.54 .92 
Uninteresting Interesting 3.60 .86 
Undesirable Desirable 3.53 .93 
Too costly Affordable 2.31 1.11 
Cronbach's alpha = 89 
Based on bipolar scale ("1" boring to "5" interesting) 
Factor Analysis 
Factor analysis was conducted on the following multi-item variables: beliefs about 
Internet shopping for children's clothing, expectations, perceived performance, 
disconfirmation, satisfaction, behavioral consequences, and desire for unique consumer 
products. Factor analysis with varimax rotation was conducted to determine underlying 
dimensions among multiple items within measures and to reduce to a smaller number of 
variables. Once dimensions of a research variable were determined, names were assigned 
to each factor based on content expressed in the items loading strongly on the factor. 
Internal consistency was examined with the Cronbach alpha coefficient. The means of 
summated multiple items were used to create all research variables for further analysis. 
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Beliefs about Internet shopping for children's clothing 
Factor analysis of 18 beliefs about Internet shopping for children's clothing items 
resulted in four factors. Table 4.7 presents the factor items and their factor loadings. The 
four factors explained 66.04 percent of the total variance in respondents' beliefs about 
Internet shopping for children's clothing. Factor loadings ranged from .55 to .83. 
Table 4.7. Factor Analysis of Beliefs about Internet Shopping for Children's Clothing 
Factor Title and Items Factor 
Loading 
Usability 
I plan to buy children's clothing using the Internet. .76 
Internet shopping for children's clothing fits with my life style. .83 
Internet shopping for children's clothing is useful .78 
I feel safe using my credit card to make purchases of children's clothing via the .65 
Internet. 
Eigenvalue = 3.30 
Cronbach's alpha = .86 
Total variance explained = 18.32% 
Convenience 
Children's clothing on the Internet is faster than shopping in stores. 
Children's clothing purchased using the Internet is delivered quickly 
Shopping for children's clothing via the Internet is easy. 
Internet shopping for children's clothing is convenient. 
Eigenvalue = 3.158 
Cronbach's alpha = .81 
Total variance explained = 17.54% 
Value and Price 
Children's clothing sold on the Internet is more likely to have discount prices than .55 
products sold in stores. 
Children's clothing is easy to return when shopping using the Internet. .55 
Prices of children's clothing sold on the Internet are reasonable. .76 
Internet shopping offers good values. .75 
Eigenvalue = 3.08 
Cronbach's alpha = .75 
Total variance explained = 17.13% 
.62 
.81 
.71 
.68 
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Table 4.7. (Continued) 
Availability 
Compared to stores I shop in, many more styles of children's clothing are available .88 
on the Internet. 
Compared to stores I shop in, many more children's clothing brands are available on .83 
the Internet. 
Compared to stores I shop in, many more sizes of children's clothing are available on .60 
the Internet. 
Eigenvalue = 2.35 
Cronbach's alpha = .76 
Total variance explained = 13.06% 
Items not used 
I like being able to make price comparisons for children's clothing on the Internet. 
Internet shopping sites for children's clothing give good customer service. 
I enjoy shopping for children's clothing on the Internet. 
Total Percent of Variance = 66.04 
The first factor, which consisted of four items with a Cronbach's alpha of .86, was 
labeled as "Usability." The items included in this factor related to usefulness, acceptance, 
and safety of Internet shopping for children's clothing. Cronbach's alpha reliability of the 
items included in this factor was .86. The second factor, labeled as "Convenience," included 
four items representing quick, fast, and easy Internet shopping for children's clothing. 
Cronbach's alpha was .81. The third factor, "Value and Price," consisted of three items with 
a Cronbach's alpha of .75. It included beliefs about prices and return services of Internet 
shopping for children's clothing. The fourth factor consisted of three items and had a 
Cronbach's alpha of .76. The factor was labeled "Availability," as the items included were 
related to availability of more styles, brands, and sizes on the Internet than in stores. 
Desire for unique consumer products 
Exploratory factor analysis was performed on the eight desire for unique consumer 
products items. One factor emerged from the factor analysis. The one factor accounted for 
51.5 percent of the total variance in respondents' desire for unique consumer products. 
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Factor loadings ranged from .64 to .77. Eigenvalue for this factor was 4.12, and the 
Cronbach's alpha was .86. 
Expectations 
Two factors emerged from the factor analysis of the 25 items, explaining 57.26 
percent of the total variance (see Table 4.8). The factor loadings ranged from .51 to .91. 
The first factor which was labeled "Positive Expectations" consisted often items with a 
Cronbach's alpha of .93, suggesting good internal consistency of these factor items. It 
represented consumer expectation of positive aspects about customization, such as fun 
process and availability of many choices they can make like style, color, garment detail, 
fabric print, and components. The second factor, labeled as "Negative Expectations," 
included items relating to consumers' expectation of negative aspects about customization, 
such as difficult and complex process, and need to pay more for the product. This factor 
was composed of five items with a Cronbach's alpha of .69. 
Table 4.8. Factor Analysis Results for Expectations 
Factor Title and Items Factor Loading 
Positive Expectations 
The process will be fun 
To be able to select the components (i.e. sleeves, closures, lengths, collars) of 
a clothing item 
To be able to select the perfect length 
To be able to select a style that I like 
To be able to select a unique style 
To be able to select the color I like 
To be able to select garment details I like 
To be able to select a fabric print I like 
To be able to select the perfect size 
To get perfect fit 
.78 
.82 
.73 
.84 
.86 
.84 
.86 
.83 
.64 
.63 
Eigenvalue = 6.946 
Cronbach's alpha = .93 
Total variance explained = 43.41% 
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Table 4.8. (Continued) 
Negative Expectations 
The process will be complex .73 
The process will be difficult .70 
It will take too much time to select all the necessary choices to design the .51 
children's clothing I want 
To pay more for the garment .47 
It will be difficult to choose from the many garment features available .60 
Eigenvalue = 2.22 
Cronbach's alpha = .69 
Total variance explained = 13.85% 
Item not used 
The process will be convenient 
Total Percent of Variance = 57.26 
Performance 
Factor analysis of 26 items of performance resulted in three factors (see Table 4.9). 
The three factors accounted for 52.41 percent of the total variance. Factor loadings ranged 
from .51 to .83. The factor items and their factor loadings are presented in Table 4.9. The 
first factor, labeled "Positive Performance," consisted of eleven items representing: fun and 
convenient process; availability of selections respondents could make such as style, color, 
garment detail, and fabric print; and willingness to pay more for the garment. The reliability 
analysis of this factor revealed a Cronbach's alpha coefficient of .91. 
The second factor, labeled "Negative Performance," included items expressing that 
customization was a difficult, long, complex process, taking too much time. This factor was 
composed of five items with a Cronbach's alpha of .73. 
Disconfirmation 
One factor emerged from the factor analysis of five items for disconfirmation. The 
one factor accounted for 73.79 percent of the total variance in respondents' desire for 
unique consumer products. Factor loadings ranged from .79 to .89, and the eigenvalue for 
this factor was 4.42. Cronbach's alpha coefficient value was .93. 
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Table 4.9. Factor Analysis Results for Perceived Performance 
Factor Title and Items Factor Loading 
Positive Performance 
The process was fun .61 
The process was convenient .61 
I was able to select the components (i.e. sleeves, closures, lengths, collar of 
clothing items) .61 
I was able to select the perfect length .65 
I was able to select a style that I like. .77 
I was able to select a unique style. .74 
I was able to select a color I like. .72 
I was able to select garment details I like. .74 
I was able to select a fabric print I like. .71 
I was able to select the perfect size. .71 
The customized garment appears to be very wearable. .73 
I liked the garments that were available for customizing. .75 
I would pay more for the garment. .58 
Eigenvalue = 6.22 
Cronbach's alpha = .91 
Total variance explained = 36.56% 
Negative Performance 
The process was complex. .82 
The process was difficult. .83 
It took too much time to select all the necessary choices to design the children's 
clothing I wanted. .69 
I found it difficult to choose from all the garment features available. .51 
Eigenvalue = 2.70 
Cronbach's alpha = .73 
Total variance explained = 15.85% 
Total Percent of Variance = 52.41 
Satisfaction 
Factor analysis of the eight satisfaction items resulted in one factor, explaining 68.1 
percent of the total variance. Factor loadings ranged from .72 to .89. The eigenvalue for this 
factor was 6.81. Cronbach's alpha coefficient value was .95. 
Behavioral consequences 
One factor emerged from the factor analysis of five items for behavioral 
consequences. The one factor accounted for 80.52 percent of the total variance in 
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respondents' desire for unique consumer products. Factor loadings ranged from .86 to .92, 
and eigenvalue for this factor was 4.03. Cronbach's alpha coefficient value was .94. 
Summary of Research Variables 
Overall mean score for the research variables 
Overall mean responses for the research variables for total and mean by treatment 
are summarized in Table 4.10. For beliefs about Internet shopping for children's clothing, 
mean scores of the four factors ranged from 2.98 to 3.62. The convenience factor had the 
highest mean score among the factors, followed by usability, availability, and values and 
prices, respectively. 
Mean score of desire for unique consumer products was 3.23. Positive expectation 
of mass customization achieved a high mean score of 4.19, indicating that respondents had 
high positive expectations for mass customization. The mean score for negative 
expectations of mass customization was 2.64, indicating that respondents expected less 
negative aspects of mass customization. The mean score for beliefs about Internet 
shopping for children's clothing, desire for unique consumer products, and expectations of 
mass customization were similar in both the more interactive customization site and the less 
interactive customization site. 
The mean score for positive performance of mass customization was 3.06, which 
was lower than the positive expectations for mass customization. Mean scores were higher 
in the more interactive mass customization site {M = 3.25) than in the less interactive 
customization site {M = 2.86). Negative performance of mass customization was 1.97, 
which was lower than negative expectations for mass customization. Negative expectations 
were reduced somewhat after exposure to the treatment. Negative performance of mass 
customization was 2.03 in the less interactive customization site and was 1.93 in the more 
interactive customization site. Mean scores for disconfirmation, satisfaction, and behavioral 
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consequences were fairly similar (3.32 to 3.52) in both treatments. Mean score for the time 
respondents spent in the sites was 3.72 (minutes), with a standard deviation 12.12. In the 
less interactive customization site mean score for time spent was 2.53 minutes and 4.80 
minutes in the more interactive customization site. 
Table 4.10. Summary of Research Variables3 
Research Variable Minimum Maximum Mean Std. Dev. 
Beliefs about Internet shopping for 
children's clothing 
Usability 
- less interactive customization site 
- more interactive customization site 
Values and Prices 
- less interactive customization site 
- more interactive customization site 
Availability 
- less interactive customization site 
- more interactive customization site 
Desire for Unique Consumer Products 
- less interactive customization site 
- more interactive customization site 
Expectation of mass customization 
Positive expectation of mass customization 
- less interactive customization site 
- more interactive customization site 
Negative expectation of mass customization 
- less interactive customization site 
- more interactive customization site 
Perceived performance of mass 
customization 
Positive Perceived performance of mass 
customization 
- less interactive customization site 
- more interactive customization site 
1.00 5.00 3.42 1.02 
1.00 5.00 3.40 1.06 
1.00 5.00 3.45 .98 
1.00 5.00 2.98 .72 
1.00 5.00 3.00 .73 
1.00 5.00 2.96 .72 
1.00 5.00 3.32 .80 
1.00 5.00 3.37 .76 
1.00 5.00 3.26 .79 
1.00 5.00 3.23 .77 
1.00 5.00 3.28 .76 
1.00 5.00 3.18 .79 
1.33 5.00 4.19 .67 
1.80 5.00 4.18 .67 
1.00 5.00 4.21 .69 
1.00 5.00 2.64 .72 
1.20 5.00 2.67 .73 
1.00 4.20 2.62 .73 
1.09 5.00 3.06 .87 
1.09 5.00 2.86 .81 
1.09 5.00 3.25 .89 
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Table 4.10. (Continued) 
Negative Perceived performance of mass 1.00 5.00 1.97 .77 
customization 
- less interactive customization site 1.00 5.00 2.03 .85 
- more interactive customization site 1.00 5.00 1.93 .69 
Disconfirmation 1.00 5.00 3.45 .93 
- less interactive customization site 1.00 5.00 3.30 .89 
- more interactive customization site 1.00 5.00 3.59 .95 
Satisfaction 1.00 5.00 3.42 1.09 
Behavioral consequences 1.00 5.00 3.42 1.02 
- less interactive customization site 1.00 5.00 3.43 1.00 
- more interactive customization site 1.00 5.00 3.41 1.00 
Time (minutes) - respondents spent in .17 167.39 3.72 12.12 
treatments 
- less interactive customization site .17 26.27 2.53 3.07 
- more interactive customization site .27 167.39 4.80 16.44 
aBased on 5-point scales ranging from "1 "(Strongly disagree or worse than expected) to "5" (strongly agree or 
better than expected) 
Correlations among research variables 
Table 4.11 summarizes the correlations among research variables. Significant 
findings were: 
• Factors of beliefs about Internet shopping for children's clothing were associated with 
one another, which indicated low chance of multicollinearity (r = .37 to .62, p <01). 
Beliefs about Internet shopping for children's clothing were positively associated with 
behavioral consequences (r=.19 to .24, p <01). Higher usability and convenience 
were negatively related to negative perceived performance of mass customization (r 
= -.29, to - .21, p <.01). 
• Higher desire for unique consumer products was negatively related to negative 
perceived performance of the mass customization sites (r= -.18, p <01) and 
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positively related to satisfaction (r= .17, p <05) and behavioral consequences (r 
= .38, p<01). 
Positive expectations for mass customization sites were negatively associated with 
negative expectations of mass customization (r= -.20, p <01) and negative 
performance of the sites (r= -.21, p <01). 
Negative expectation of mass customization was positively related to negative 
performance of the mass customization site (r= .30, p <01). 
Positive performance of the sites were highly associated with disconfirmation (r = .72, 
p <01), satisfaction (r= .75, p <01), and behavioral consequences(r = .47, p <01). 
Negative performance of mass customization was negatively related to behavioral 
consequences (r= -.19, p <01). 
Disconfirmation was highly associated with satisfaction (r = .89, p <01) and 
behavioral consequences (r= .61, p <01). 
Behavioral consequences were strongly and positively related to satisfaction (r = .66, 
p<01). 
Table 4.11 Correlations among Research Variables 
Research variables U C VP A DCUP PE NE PP NP D S BC Time 
Usability (U) 1.00 
Convenience (C) .62" 1.00 
Values and Prices (VP) .57** .59" 1.00 
Availability (A) .42" .37" .45" 1.00 
Desire for Unique Consumer 
Products (DUCP) 
.22" .21" .20" .19" 1.00 
Positive Expectation (PE) .12 .13 .17* .12 .28" 1.00 
Negative Expectation (NE) -.20" -.05 -.15* .00 -.17* -20" 1.00 
Positive Performance (PP) .05 .07 .14 .05 .11 .10 .06 1.00 
Negative Performance (NP) -.29" -.21" -.07 -.10 -.18" -.21" 30" .004 1.00 
Disconfirmation (D) .09 .05 .11 .12 .07 .05 .01 .72" -.11 1.00 
Satisfaction (S) .06 .03 .08 .14* .17* .06 .03 .75" -.12 .89" 1.00 
Behavioral Consequences (BC) .29" .20" .24" .19" .38** .13 -.08 .47" -.19" 61" 66" 
Time (minutes) .06 .04 .10 -.02 .10 -.02 -03 .03 .02 .003 .03 
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CHAPTER 5: ANALYSIS OF RESEARCH MODELS 
This chapter provides the results from the analyses of casual models describing 
consumer's satisfaction with mass customization. First, based on the results from factor 
analysis and correlations among variables, the proposed models were revised and 
hypotheses were rephrased. The proposed causal models were analyzed by the maximum-
likelihood estimation procedure using LISREL 8.54. Second, effects of individual 
characteristics were examined using regression analyses. 
The Revised Model 
Factor analyses indicated that two factors existed in expectation and perceived 
performance ratings ~ positive and negative aspects of each larger concept. Also, 
correlations indicated that there was no association between positive perceived performance 
of mass customization and negative perceived performance of mass customization (r = -.20, 
p = 01). Therefore, the concepts of expectation and perceived performance proposed in 
the model (Figure 2.1) were divided into two different components, each including positive 
and negative aspects of mass customization. 
Figure 5.1 shows the revised model and revised research hypotheses. Hypotheses 
proposed relationships of antecedents and consequences of satisfaction toward a mass 
customized Internet site in relation to expectations, perceived performance, disconfirmation, 
satisfaction, and behavioral consequences. To control for effects of time that respondents 
spent on the website, time was added in the proposed model. 
Time 
Degree of 
interactivity 
1-1-1 1-2 
'1-3 1-4 1-1-2 
13-2-1 
13-1-1 '2-1-1 
PPMC PEMC BC 
13-1-2 J k 
H 3-2-2 
'2-1-2 
NPMC NEMC 
'2-3-1 '2-2-1 '2-2-2 >2-3-2 
—I 
Figure 5.1. Hypotheses for Model: Satisfaction with Different Levels of Interactivity3 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive perceived performance of mass 
customization, NPMC: Negative perceived performance of mass customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
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Model 
The proposed model consisted of four exogenous constructs (level of interactivity, 
time respondents spent in the treatments, positive expectations for mass customization, and 
negative expectations for mass customization) and five endogenous constructs (positive 
perceived performance of mass customization, negative perceived performance of mass 
customization, disconfirmation, satisfaction, and behavioral consequences). The causal 
model analyses were conducted by maximum-likelihood estimation procedures using 
LISREL. A covariance matrix was the input to the data. Figure 5.2 provides coefficients and 
t-values for each path as well as the fit indices of the model. 
Overall fit indices 
The results of LISREL for the conceptual model revealed that overall fit indices were 
acceptable. C/?/-Square was 18.62 (df= 8, p = .02), GFI was .98, AGFI was .87, NFI 
was .97, Critical N was 190.90 and RMSR was .04. The R2 for disconfirmation, satisfaction, 
and behavioral consequences were moderate to high (R2 = .52, 81, and .45, respectively), 
but were low for positive expectations (R2 = .05) and negative expectations (R2 = .12). 
These results indicated that the positive and negative perceived performances of mass 
customization may not be explained by positive and negative expectations for mass 
customization. However, disconfirmation, satisfaction, and behavioral consequences were 
well explained in this model. 
Time Effects 
To control for effects of time respondents spent on the mass customization sites, the 
time variable was added and examined for effects on endogenous variables. All path 
coefficients from time to the five endogenous constructs (positive and negative perceived 
performance, disconfirmation, satisfaction, and behavioral consequences) - were not 
73 
significant (t = -.06 to 1.28). Therefore, the length of time respondents spent did not cause 
any effect on the research model. 
Hypothesis tests 
Treatment Effects 
To test treatment effects in this model, hypotheses 1-1-1, 1-1-2, 1-2, 1-3, and 1-4 
were proposed. 
H1.1.1. More positive performance will be perceived in the more interactive customization 
site than in the less interactive customization site. 
Hi.4. Greater behavioral consequences will result for the more interactive customization 
site than in the less interactive customization site. 
The path coefficients from treatment to positive aspects of perceived performance 
about mass customization and behavioral consequences were significant (yn = .20, t= 2.73; 
Ysi = -.13, t = -2.34). The results indicated that there were differences in positive 
performance and behavioral consequences between the more interactive customization site 
and the less interactive customization site. A more positive perceived performance was 
assessed for the more interactive customization site. Thus, H^m was supported. 
More behavioral consequences such as higher intention to revisit the mass 
customized site, higher intention to recommend the service/product, and greater intention to 
purchase a product were yielded for the less interactive customization site than for the more 
interactive mass customization site, which is a contradictory direction from Hypothesis 1. 
This result suggested that respondents had more behavioral consequences in the less 
interactive customization site than the more interactive mass customization site. Therefore, 
Hi_4 was rejected. 
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Hi.2. Greater disconfirmation will be yielded in the more interactive customization site than 
in the less interactive customization site. 
Hi_3. Higher satisfaction will be occur with the more interactive customization site than in 
the less interactive customization site. 
No significant direct path coefficients were found between treatment effects and 
negative perceived performance, disconfirmation, and satisfaction. However, there were 
significant positive indirect effects on disconfirmation (/« = .15, t = 2.70) and on satisfaction 
(y51 = .16, t= 2.27) from the interactivity treatment. This finding indicated that the more 
interactive customization site yielded greater disconfirmation through positive and negative 
perceived performances than the less interactive customization site. Respondents had 
higher satisfaction with the more interactive site than they did for the less interactive site. 
These findings partially support Hi.2 and H^ 
H-m-2. Less negative perceived performance will be perceived in the more interactive 
customization site than in the less interactive customization site. 
There was no significant direct or indirect effects on negative perceived performance 
of mass customization. There were no treatment effects on negative perceived performance 
of mass customization either directly or indirectly. Thus, H^^was not supported. To test 
this interaction of treatment in this model, simultaneous group analysis was conducted and 
reported in the later part of this chapter. 
Expectation -> Perceived Performances 
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H2-i-i: More positive expectations for mass customized Internet apparel sites will yield more 
positive perceived performance of mass customized Internet apparel site. 
H2-i.2: More negative expectations for mass customized Internet apparel sites will yield 
more negative perceived performance of mass customized Internet apparel site. 
To examine the hypotheses here, relationships between expectation and perceived 
performance, were tested (H2.i-i , H2_i.2) The path coefficient from positive expectations and 
positive perceived performance was not significant (y13 = .08, t = 1.11) and had low R2for 
positive perceived performance (R2 =.04). The path coefficients from negative expectations 
and negative perceived performance was significant (y24 = .34, t = 4.70). High positive 
expectations did not have a relationship to positive perceived performance. However, 
higher negative expectations for mass customization were positively related to negative 
perceived performance. Respondents who expected more negative aspects of mass 
customized Internet apparel sites perceived more negative performance. According to these 
results, H2_i_i was not supported but H2.^.2 was supported. 
Expectation -> Disconfirmation 
H2_2_i: More positive expectations for mass customized Internet apparel sites will yield more 
negative disconfirmation of mass customized Internet apparel sites. 
H2„2„2 More negative expectations for mass customized Internet apparel sites will yield 
more positive disconfirmation of mass customized Internet apparel sites. 
Hypotheses 2-2-1 and 2-2-2 predicted the effect of expectations and disconfirmation 
for the mass customized Internet apparel sites. No significant relationship was found 
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between expectation and disconfirmation for both positive and negative expectations {y33 
= .02, t = .38; Y43 = - 02, t = -.37). Thus, H2.2-i and H2.2.2 were not supported. 
Expectation -> Satisfaction 
H2-3-1: More positive expectations of mass customized Internet apparel sites will yield 
greater satisfaction with mass customized Internet apparel sites. 
H2.3„2: More negative expectations of mass customized Internet apparel sites will yield less 
satisfaction with mass customized Internet apparel sites. 
Hypotheses 2-3-1 and 2-3-2 proposed that expectations for mass customization 
would positively predict satisfaction with the mass customized Internet apparel site, but no 
significant relationship was found between expectation and satisfaction (y34 = .01, t = .37; y44 
= .07, t= 1.90). Therefore, H2.3„1 and H2„3.2were not supported. 
Perceived Performance Disconfirmation 
H3_i_i: More positive perceived performance of mass customized Internet apparel sites will 
yield positive disconfirmation of mass customized Internet apparel site. 
H3_i_2: More negative perceived performance of mass customized Internet apparel sites will 
yield negative disconfirmation of mass customized Internet apparel site. 
Hypotheses 3-1-1 and 3-1-2, testing the effect of perceived performance on 
disconfirmation, received support. The paths from positive (H3.-1.-i) and negative (H3.-i_2) 
aspects of perceived performance on mass customization were strongly significant (/331= .71, 
t = 12.95; /332= -.13, t = -2.24, respectively). Respondents who had higher positive 
perceived performance of mass customization had positive disconfirmation, which means 
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that the expectations of participants were exceeded. Participants who had more negative 
perceived performance of mass customization had negative disconfirmation. Respondents 
who perceived more negative performance did not have their expectations met, so 
expectations were negatively disconfirmed. The R2 of disconfirmation was relatively high (R2 
=.52), which indicated that disconfirmation was well explained by positive and negative 
perceived performance. Therefore, H3.m and H^, were supported. 
Perceived Performance -> Satisfaction 
H3.2-1. More positive perceived performance of mass customized Internet apparel sites will 
yield more positive satisfaction with mass customized Internet apparel sites. 
H3.2-2. More negative perceived performance of mass customized Internet apparel sites will 
yield negative satisfaction with mass customized Internet apparel sites. 
Hypotheses 3-2-1 and 3-2-2 examined the effects of perceived performance on 
satisfaction with mass customization. Both path coefficients from positive and negative 
perceived performance to satisfaction were strongly significant (/841 = .24, t = 5.10; p42 = -.08, 
f = -2.11, respectively). Respondents who had higher positive perceived performance of 
mass customization were more positively satisfied with a mass customized Internet apparel 
site, while those who had more negative perceived performance of mass customization were 
more dissatisfied with the mass customized Internet apparel site. Thus, H3.2.1 and H3.2-2 were 
supported. 
Disconfirmation -> Satisfaction 
H4. More positive disconfirmation of mass customized Internet apparel sites will yield 
greater satisfaction with mass customized Internet apparel sites. 
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As Hypothesis 4 proposed, disconfirmation of expectations for the mass customized 
Internet apparel site significantly influenced satisfaction with the mass customized Internet 
apparel site (/343 =.71, t= 14.93). The results indicated that respondents who had more 
positive disconfirmation of the mass customized Internet apparel site were highly satisfied 
with the mass customized Internet apparel site. Therefore, H4was supported. 
Satisfaction -> Behavioral Consequences 
H5. Higher satisfaction with mass customized Internet apparel sites will yield positive 
behavioral consequences. 
Hypothesis 5 proposed that higher satisfaction with a mass customized Internet 
apparel site would positively predict behavioral consequences. The path coefficient from 
satisfaction to behavioral consequences was strongly significant (/354 =.67, t = 11.81). This 
finding indicated that respondents who had higher satisfaction with a mass customized 
Internet apparel site had higher behavioral consequences for the mass customized Internet 
apparel site. 
Time 
.00 (.08) .03 (.88) .07 (1.28) .02(29) 
Degree of 
interactivity 
.00 (-.01) -.13 (-2.34) .20 (2.73) -.03 (-.38) -.04 (-1.12) 
.24 (5.10) 
R2 = .52 
i r 
.67 (11.81) .08(1.11) .71 (12.95) .71 (14.93) 
PPMC PEMC BC 
-.13 (-2.24) 
R2 = .81 
R2 = .45 R2 = .05 
-.08 (-2.11) 
.34 (4.70) 
X* (df = 8; p=.02)=18.62 
Critical N = 190.90 
RMSR = .04 
NFI = .97 
NPMC NEMC 
.02 (.38) -.02 (-.37) .01 (.37) 
Figure 5.2. Analysis of Model : Satisfaction with Different Levels of Interactivity3 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive perceived performance of mass 
customization, NPMC: Negative perceived performance of mass customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
^-values are in parentheses (t > 2.00); dotted arrow indicate insignificant paths. 
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Decomposition of Effects 
To examine the mediating effects of disconfirmation on satisfaction, Hypotheses 2-4-
1, 2-4-2, 3-3-1, and 3-3-2 were proposed, and decomposition of effects was conducted. 
Table 5.1 summarizes the results of decomposition of total, indirect, and direct effects. An 
indirect effect is an effect of an independent variable on a dependent variable mediated by 
an intervening variable. 
H2-4-1: More positive expectations of mass customized Internet apparel sites will indirectly 
yield more positive satisfaction with mass customized Internet apparel sites that is 
mediated by disconfirmation. 
H2-4-2: More negative expectations of mass customized Internet apparel sites will indirectly 
yield more negative satisfaction with mass customized Internet apparel sites that is 
mediated by disconfirmation. 
H3.3.1. More positive perceived performance of mass customized Internet apparel site 
mediated by disconfirmation will yield positive satisfaction toward mass customized 
Internet apparel sites. 
H3.3.2. More negative perceived performance of mass customized Internet apparel site will 
yield negative satisfaction toward mass customized Internet apparel site that is 
mediated by disconfirmation. 
There were significant indirect effects on satisfaction from negative and positive 
performance mediated by disconfirmation and from negative performance mediated by 
disconfirmation ( t = 9.78; t = -2.22, respectively). Therefore, H3.3-1, H3.3.2 were supported. 
However, there were no significant indirect effects on satisfaction from positive and negative 
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expectations for mass customized Internet apparel sites mediated by disconfirmation (t = 
1.12; t = -1.69). Thus, H2.4-i and H2.4-2 were not supported. 
In addition to the hypotheses, findings indicated that there were some significant 
indirect effects on disconfirmation from level of interactivity mediated by positive and 
negative perceived performance {t = 2.71), satisfaction from level of interactivity mediated by 
positive and negative perceived performance, and disconfirmation (t= 2.70). 
There was a significant indirect effect on disconfirmation from negative expectations 
through negative perceived performances (t = -2.03). Also, there were significant indirect 
effects on behavioral consequences from positive perceived performance mediated by 
satisfaction (t = 9.15), from negative perceived performance mediated by satisfaction (t = -
3.00), and from disconfirmation mediated by satisfaction (t = 9.26). (see Table 5.1) 
Table 5.1. Decomposition of Direct, Indirect and Total Effects for Model3 
Dependent 
Variable Independent Variable Total Effects Indirect Effects 
Direct 
Effects 
PPMC Level of interactivity 
Time 
PEMC 
.20 ( 2.73) 
.00 ( -.06) 
.08 ( 1.11) 
.20 ( 2.73) 
.00 ( -.06) 
.08 ( 1.11) 
NPMC Level of interactivity 
Time 
NEMC 
-.03 ( -.38) 
.02 ( .29) 
.34 ( 4.70) 
-.03 ( -.38) 
.02 ( .29) 
.34 ( 4.70) 
0 Level of interactivity 
Time 
PEMC 
NEMC 
PPMC 
NPMC 
.15 ( 1.94) 
.00 ( -.02) 
.08 ( 1.04) 
-.06 (-1.17) 
.71 (12.99) 
-.13 (-2.25) 
.15 ( 2.70) 
-.01 ( -.11) 
.06 ( 1.10) 
-.04 ( -2.03) 
.00 ( -.01) 
.00 ( .08) 
.02 ( .38) 
-.02 ( -.37) 
.71 (12.99) 
-.13 (-2.25) 
S Level of interactivity 
Time 
PEMC 
NEMC 
PPMC 
.12 ( 1.55) 
.03 ( .33) 
.09 ( 1.17) 
.00 ( -.05) 
.74 (14.48) 
.16 ( 2.27) 
.00 ( -.06) 
.08 ( 1.12) 
-.07 (-1.69) 
.50 ( 9.78) 
-.04 (-1.12) 
.03 ( .88) 
.01 ( .37) 
.07 ( 1.90) 
.24 ( 5.09) 
82 
Table 5.1. (Continued) 
NPMC -.16 ( -3.09) 
D .71 (14.94) 
-.09 ( -2.22) -.07 ( -2.09) 
.71 (14.94) 
BC Level of interactivity -.05 ( -.72) .08 ( 1.54) -.13 (-2.34) 
.07( 1.28) Time .09 ( 1.17) .02 ( .33) 
PEMC .06 ( 1.17) .06( 1.17) 
NEMC .00 ( -.05) .00 ( -.05) 
PPMC .50 ( 9.16) .50(9.15) 
NPMC -.11 (-2.99) -.11 (-3.00) 
D .48 ( 9.27) .48 ( 9.27) 
S .67 (11.82) .67 (11.82) 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, 
PPMC: Positive perceived performance of mass customization, NPMC: Negative perceived performance of mass 
customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
The fully recursive model was examined using LISREL. The fully recursive model 
considers all paths in the model. Since there is no measurement error considered in this 
model, the model was perfectly fit with the data. The results from the fully recursive model 
supported most of the same findings as for the proposed model. That is, there were 
significant paths from level of interactivity (treatment effect) to positive perceived 
performance of mass customization (t = 2.77) and to behavioral consequences (f = -2.65). 
The negative expectation of mass customization significantly predicted negative perceived 
performance of mass customization (t = 4.27), and the paths from positive and negative 
perceived performance of mass customization to disconfirmation were significant (t = 12.92; 
t = -2.21). Both positive and negative perceived performance significantly predicted 
satisfaction (t = 5.09, t = -2.07). Disconfirmation significantly predicted satisfaction (t = 
14.93), and the path from satisfaction to behavioral consequences was significantly 
predicted {t = 4.54). As in the proposed model, there were no significant findings of 
relationships between positive expectations of mass customization to positive perceived 
performance of mass customization, disconfirmation and satisfaction. 
Comparison with Fully Recursive Model 
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There were no significant path coefficients between behavioral consequences and 
positive expectations (t = 1.54), negative expectations (t= -1.22), positive perceived 
performance {t = -.17), negative perceived performance {t = -1.55), and disconfirmation (t 
= .85). In addition, the path coefficients of positive perceived performance to negative 
expectations was not significant {t = .88). However, a significant path coefficient was found 
from positive expectation to negative perceived performance (t = -2.47). That is, 
respondents who had higher positive expectations for mass customization had less negative 
perceived performance for mass customization. Table 5.2 presents decomposition of direct, 
indirect, and total effects of the fully recursive model. 
Table 5.2. Decomposition of Direct, Indirect and Total Effects for the Fully Recursive Model 
Dependent 
Variable Independent Variable Total Effects Indirect Effects 
Direct 
Effects 
PPMC Level of interactivity .21 ( 2.71) .21 ( 2.71) 
Time .00 ( -.05) .00 ( -.05) 
PEMC .09 ( 1.24) .09 ( 1.24) 
NEMC .07 ( .88) .07 ( .88) 
NPMC Level of interactivity -.01 ( -.19) -.02 ( -.27) 
Time .02 ( .23) .02 ( .23) 
PEMC -.18 ( -2.44) .00 ( .36) -.18 (-2.47) 
NEMC .31 ( 4.30) .00 ( .34) .31 ( 4.27) 
PPMC .03 ( .37) .00 ( -.37) 
D Level of interactivity .15 ( 1.95) .15 ( 2.72) .00 ( -.01) 
Time .00 ( -.01) .00 ( -.05) .00 ( -.08) 
PEMC .11 ( .43) .09 ( 1.61) .02 ( .37) 
NEMC -.01 ( -.18) .01 ( .14) -.02 ( -.37) 
PPMC .71 (13.97) .71 (12.95) 
NPMC -.13 (-2.21) -.13 (-2.21) 
S Level of interactivity .12 ( 1.55) .16 ( 2.28) -.04 (-1.12) 
Time .03 ( .88) .00 ( -.09) .03 ( .88) 
PEMC .13 ( .36) .11 ( 1.64) .01 ( .37) 
NEMC .05 ( 1.92) -.02 ( -.24) .07 ( 1.90) 
PPMC .74 ( 13.97) .50 ( 9.43) .24 ( 5.09) 
NPMC -.16 ( -3.04) -.09 (-2.81) -.08 ( -2.07) 
0 .71 (14.93) .71 (14.93) 
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Table 5.2. (Continued) 
BC Level of interactivity -.07 ( -.92) .08 ( 1.54) -.15 (-2.65) 
Time .09 ( 1.23) .01 ( .27) .08(1.43) 
PEMC .19 ( 2.54) .06(1.17) .09 ( 1.54) 
NEMC -.07 ( -.98) .00 ( -.05) -.07 (-1.22) 
PPMC .48 ( 7.09) .49 ( 9.43) -.01 ( -.17) 
NPMC -.20 ( -2.92) -.11 (-2.81) -.09 (-1.55) 
D .51 ( 6.10) .41 ( 4.34) .10 ( .85) 
S .57 ( 4.54) .57( 4.54) 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, 
PPMC: Positive perceived performance of mass customization, NPMC: Negative perceived performance of mass 
customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
Separate Model between Level of Interactivity 
There were some significant treatments effects in the analysis of the model (Figure 
5.2). This analysis indicated there were main effects of the treatment on the model and 
suggested further analysis investigating model structure in the different treatments. 
Separate models for each treatment are provided and interaction effects are examined by 
using simultaneous group analysis. 
The satisfaction model for the less interactive customization site and the more 
interactive customization site are separately presented in Figure 5.3, Figure 5.4, and Table 
5.3. The more interactive customization site had better overall fitting indices. The overall 
fit indices for the less interactive customization site were acceptable, which were a Chi-
Square 18.15 (df= 8, p = .02), GFI of .94, AGFI of .80, NFI of .93, Critical N of 94.7, and 
RMSR of .08. In the less interactive customization site, there were significant paths from 
negative expectation to negative perceived performance (y22 = .44, t = 4.45) from positive 
perceived performance to disconfirmation (Pay = .69, t = 7.09), and from positive perceived 
performance to satisfaction ((341 = .17, t = 2.77). This finding suggested that respondents 
who had higher negative expectations perceived more negative performances, and 
expectation of participants who had more positive perceived 
.00 (.00 .06 (.53) .03 (.27) .02(85) 
.17(2.77) 
R2 = .40 R = .01 
.14(1.25) .77 (12.23) .70 (8.87) .69 (7.09) 
PPMC BC 
-.18 (-1.87) 
A R2- .80 
R2 = .49 
-.18 (-1.87) 
.44(4.45) 
NEMC NPMC 
-.03 (-.36) .02 (.45) .13(2.41) -.03 (-.39) 
X*(df = 8; p = .02) = 18.15 
Critical N = 95.09 
GFI = .95 
AGFI=.77 
RMSR = .07 
NFI = .93 
Figure 5.3. Satisfaction Model of Less Interactive Customization Site3 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive perceived performance of mass 
customization, NPMC: Negative perceived performance of mass customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
Note: f-values are in parentheses {t > 2.00); dotted arrows indicate insignificant paths 
Time 
-.02 (-.16) .01 (.14) .04(87) .10(1.24) .02 (.24) 
.32 (4.51) 
R2 = .62 
.03 (.32) .64(9.01) .78(11.78) .65 (8.21) 
PEMC PPMC BC 
-.08 (-1.23) 
.83 
R2 = .56 
-.12 (-2.70) 
.23(2.22) 
NEMC NPMC 
.02 (.23) .09 (.32) 00(-.08) .01 (.21) 
X'(df = 8; p=. 64) =6.31 
Critical N = 287.60 
GFI = .98 
AGFI = .92 
RMSR = .04 
NFI = .98 
R2 = .05 
CO O) 
Figure 5.4. Satisfaction Model of More Interactive Customization Site3 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive perceived performance of mass 
customization, NPMC: Negative perceived performance of mass customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
Note: /-values are in parentheses (t > 2.00); dotted arrows indicate insignificant paths 
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performance were more positively disconfirmed. In addition, disconfirmation strongly 
predicted satisfaction ((343 = .77, t= 12.23), and satisfaction significantly predicted 
behavioral consequences (p54 = .70, t = 8.87). This indicated that respondents who had 
greater disconfirmation yielded higher satisfaction, and participants who had higher 
satisfaction had greater behavioral consequences. In this model, there was a significant 
positive path from negative expectation about mass customization to satisfaction (y43 = .13, 
t = 2.41), which means that respondents who had higher expectation of negative aspects 
about mass customization had greater satisfaction with the site. Their greater negative 
expectation eventually lead participants to more satisfaction with the less interactive 
customized treatment. However, there were no significant paths from positive 
expectations to disconfirmation and satisfaction, from negative expectation to 
disconfirmation, from negative perceived performance to disconfirmation and satisfaction. 
Overall fit indices for the more interactive customization site were acceptable. Chi-
Square was 6.11(df= 8, p = .64), GFI was .98, AGFI was .93, NFI was .98, Critical N was 
297.07 and RMSR was .05. Negative expectations predicted negative perceived 
performance (y22 = .23, t= 2.22), and positive perceived performance significantly 
predicted disconfirmation {fi31 = .78, t= 11.78) and satisfaction (|34, = .32, t = 4.51). This 
finding indicated that respondents who had more negative expectations perceived a more 
negative performance. Participants who had more positive perceived performance were 
positively disconfirmed and had greater satisfaction with the site. Also, the path from 
negative perceived performance to satisfaction was negatively significant ((342 = -.12, f = -
2.70), while the paths from disconfirmation to satisfaction ((343= .64, t = 9.01) and 
satisfaction to behavioral consequences (p54= .65, t= 8.21) were positively significant. 
This result suggested that respondents who had more negative perceived performance 
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had less satisfaction with the site. Participants who had greater disconfirmation had 
higher satisfaction, and greater satisfaction lead to higher behavioral consequences. 
Both of the positive and negative expectations did not predict disconfirmation and 
satisfaction for the more interactive mass customization site. The path from negative 
perceived performance to disconfirmation was not significant. In both models, time did not 
predict any significant effect on any endogenous variables. 
Table 5.3. Separate Model of Level of Interactivity for Expectation-Disconfirmation Model 
of Mass Customized Internet Shopping Site 
Expectation-Disconfirmation Model3 
Dependent Independent Less interactive More interactive 
Variable Variable customization site customization site 
PPMC Time .06 ( .53) -.02 ( -.16) 
PEMC •14 ( 1.25) .03 ( .32) 
NPMC Time .03 ( .27) .02 ( .24) 
NEMC .44 ( 4.45) .23 ( 2.22) 
D Time .00 ( .03) .01 ( .14) 
PEMC -.03 ( -.39) .09 ( .32) 
NEMC -.03 ( -.36) .02 ( .23) 
PPMC .69 ( 7.09) .78 (11.78) 
NPMC -.18 ( -1.87) -.08 (-1.23) 
S Time .02 ( .35) .04 ( .87) 
PEMC .02 ( .45) .00 ( -.08) 
NEMC .13 ( 2.41) .01 ( 0.21) 
PPMC •17 ( 2.77) .32 ( 4.51) 
NPMC -.05 ( -86) -.12 (-2.70) 
D .77 (12.23) .64 ( 9.01) 
BC Time -.05 ( -.62) .10 ( 1.24) 
S .70 ( 8.87) .65 ( 8.21) 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, 
PPMC: Positive perceived performance of mass customization, NPMC: Negative perceived performance of mass 
customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
Note: f-values are in parentheses 
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Simultaneous Groups Analysis Using LISREL: Level of Interactivity 
In order to examine structural differences and to test interaction effects of the 
treatment of interactivity, simultaneous group analysis was conducted in LISREL. 
Simultaneous group analysis using LISREL is an overall test of equality of covariance 
structure across groups. The four different covariance structures in the model were defined 
to be invariant for the two treatments (level of interactivity) - structural coefficient covariance 
(F and B), and structural error covariance (<t> and Y). There was no measurement 
coefficient covariance and measurement error covariance as this model did not consider 
measurement error in the structure. By examining Chi-square difference in changing 
degrees of freedom, assessment of differences in the covariance structure was conducted. 
An equality constraint on the path coefficients across the model was conducted 
(Jaccard & Wan, 1996). Constraining certain paths for the subgroup naturally causes a 
decline in model fit if the path to be constrained to be equal is significantly different across 
treatments. However, the more the path coefficient is similar for the treatment, the less 
severe will be the decrease in fit. 
Table 5.4 presents the group analysis for the expectation-disconfirmation model for 
the mass customized Internet sites. When r equality constraint was introduced (Model B), 
the difference in chi-square was not significant (AX2b.a = 9.34, Adf = 11). This means that 
considering F equal across treatments (level of interactivity) does not make any significant 
difference. Adding constraints on <t> in model B (Model C) was insignificant. Likewise, B 
equality constraint was insignificant (Model D) compared with model A which does not have 
any equal constraints in the model. Also, adding constraints on cp in model D (Model E) was 
not significant. Therefore, model F, which constrained the f and B, were generated and it 
was not significant. Adding equality constraints on error covariance was not significant. 
Therefore, there was no significant difference of covariance structures between treatments. 
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Table 5.4. Sequential Tests of Simultaneous Group Analysis 
Model Equality constraints Comparison AX* (A df) 
A None 24.46 (16) 
B r 33.48 (27) B-A 9.34(11) 
C r ,  < P 36.68 (33) C-B 3.20 ( 6) 
D B 30.96 (22) D-A 6.50 ( 6) 
E B, <p 36.67 (27) E-D 5.71 ( 5) 
F r, B 41.42 (33) F-A 16.96(17) 
G r, B, 0, y 50.24 (44) G-F 8.82(11) 
Table 5.5 illustrates the change of c/7/'-square when gamma and beta are constrained 
to be equal between treatments. When yu i the path from time respondents spent in the 
treatment to positive perceived performance was constrained to be equal, the difference in 
the chi-square statistic was insignificant (AX2= .24, Adf= 1). This means that a constraint 
on y11 does not make any significant differences in model fit. Like /n, the rest of the paths 
in this model were not statistically significant, suggesting that the differences in model fit are 
not statistically significant. This means that interaction effects of treatments and 
endogenous variables are not present in this model, since all the paths across treatments 
did not significantly affect model fit. 
The results from the simultaneous group analyses indicated that there were no 
significant interaction effects in the model from treatment and endogenous variables. The 
differences of c/?/-square by degree of freedom from tests of equality of covariance as well 
as from the equality of path coefficients were not statistically different. 
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Table 5.5. Gamma and Beta Estimates Constrained to be Equal between Treatments. 
Equality constraints Comparison with mode which is no 
path constrained to be equal 
AX2 (Ad/) 
None 24.46 16) 
Y Kl1 (Time ^ PPMC) 24.70 17) .24(1) 
K21 (Time ^ PNMC) 24.46 17) 0 (1) 
/31 (Time 4 D) 24.46 17) 0(1) 
V41 (Time S) 24.56 17) .1 (1) 
/51 (Time BC) 26.22 17) 1.76(1) 
Zl2(PEMC^PPMC) 24.91 17) .45(1) 
K23 (NEMO PNMC) 26.61 17) 2.15(1) 
/32 (PEMC ^  D) 25.69 17) 1.23(1) 
K33 (NEMC ^ D) 24.64 17) .18(1) 
Y42 (PEMC ^ S) 24.60 17) .14(1) 
V43 (NEMC ^ S) 27.34 17) 2.88 (1) 
P 31 (PPMC_> D) 26.92 17) 2.46 (1) 
0 32 (NPMC^ D) 25.08 17) .62 (1) 
0 41 (PPMC^S) 26.83 17) 2.37 (1) 
042 (NPMC^S) 25.50 17) 1.04(1) 
043 (D S) 26.46 17) 2.00(1) 
054 (S_»BC) 24.65 17) .14 (1) 
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Post Hoc Analysis - Alternative Model 
On the basis of information from analysis of the preliminary and causal models, post 
hoc modeling was considered. This procedure is exploratory and data-driven in nature. 
There are two differences in this post hoc analysis. 
First, from the results of the proposed model when time respondents spent in the 
sites was considered as a covariate, endogenous variables were not significantly predicted. 
Therefore, the time variable, which is not theory based, was dropped in post hoc analyses to 
improve the model. 
Second, in the proposed model, hypotheses were generated in which positive 
expectation of mass customization predicted positive perceived performance of mass 
customization (H1.i.1) and negative expectation of mass customization predicted negative 
perceived performance (H^.-i). Only H^., was supported. In correlation analyses there 
were significant associations between positive expectations and negative perceived 
performance (y = -.29, p < .01). Therefore, in the post hoc analysis, the paths from positive 
expectations to negative perceived performance and negative expectations to positive 
perceived performance are proposed. To examine possible improvement in the model, the 
analysis of an alternative model was conducted (Figure 5.6). Figure 5.7 and Table 5.8 
provides coefficients and t-values for each path as well as the fit indices of the model. 
jJ Level of 
^ Interactivity 
fv 
PPMC PEMC 
NPMC NEMC 
Figure 5.5. The Alternative Model of Satisfaction3 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive perceived performance of mass 
customization, NPMC: Negative perceived performance of mass customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequences 
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Overall fit indices 
The results of LISREL for the alternative model revealed that overall fit indices were 
improved in this model, which were a Chi-Square 11.42 (df= 6, p = .08), GFI of .98, AGFI 
of .91, NFI of .98, Critical N of 260.14 and RMSR of .04. The R2 of the model for 
disconfirmation, satisfaction, and behavioral consequences were acceptable {R2 = .52, 81, 
and .45, respectively) except for positive perceived performance of mass customization (R2 
= .06) and negative perceived performance of mass customization (R2 = .15). These results 
indicated that the positive and negative perceived performances of the mass customization 
sites may not be explained by positive and negative expectation about mass customization; 
however, R2 for both positive and negative perceived performance were increased in this 
model compared with the proposed model. Disconfirmation, satisfaction, and behavioral 
consequences were well explained in this alternative model (R2 = .52; R2 = .81; R2 = .45, 
respectively). 
Causal model 
The results from the alternative model provided similar findings to the proposed 
model. There were significant direct effects of treatments on positive perceived 
performance and behavioral consequences (y„ = .21, t= 2.79; y51 = -.13, t = -2.23). The 
paths from positive expectations to negative perceived performance and from negative 
expectations to negative perceived performance were significant (\22 = -.18, t= -2.46; y32 
= .31, t = 4.31). However, the paths from positive and negative expectations to positive 
perceived performance were not significant. This result indicated that positive expectations 
are negatively related to negative perceived performance and negative expectations were 
related to higher negative perceived performance. Positive and negative expectations did 
not significantly predict disconfirmation and satisfaction. 
Level of 
Interactivity 
.00 
(-.01) 
-.04 
(-1.05) 
.21 
(2.79) 
-.01 
(-.17) 
-.13 
(-2.23) 
-°;i 
035) 
.09 
(1.25) 
.02 
(.37) 
.24 
(5.09) PPMC PEMC 
.71 
(12.96) -.18 
(-2.46) BC R = .06 
.71 
(14.94) 
.67 
(11.85) -.13 
(-2.21) 
R2 = .52 R2 = .81 R2 = .45 
.07 
(88) -.07 
(-2.06) -.02 
(-.37) 
.07 
(1.90) 
NPMC NEMC X2 (df = 6; p = .08) = 11.42 
GFI = .98 
AGFI = .91 
Critical N = 260.14 
NFI = .98 
.31 
(4.31) 
RMSR = .04 
Figure 5.6. Analysis of Alternative Model of Satisfaction3 
aPEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive perceived performance of mass 
customization, NPMC: Negative perceived performance of mass customization, D: Disconfirmation, S: Satisfaction, BC: Behavioral consequence 
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The paths from positive and negative perceived performance to disconfirmation were 
strongly significant (jS31= .71, f = 12.96; /332= -.13, t = -2.21, respectively). Respondents who 
had more positive perceived performance of the mass customization site had positive 
disconfirmation, while participants who had more negative perceived performance of the 
mass customization site had negative disconfirmation. The R2of disconfirmation was 
relatively high (R2 =.52), which indicated that disconfirmation was well explained by positive 
and negative perceived performance of the mass customization sites. 
Both path coefficients from positive and negative perceived performance to 
satisfaction were strongly significant (jS41 = .24, t = 5.09; jS42 = -.07, t = -2.06, respectively). 
Respondents who had more positive perceived performance of mass customization were 
more satisfied with the mass customization site, while those who had higher negative 
perceived performance about mass customization were less satisfied with the mass 
customization site. 
Disconfirmation of expectations for a mass customized Internet apparel site 
significantly influenced satisfaction with the site (j843=.71, t= 14.94). The results indicated 
that respondents who had more positive disconfirmation of expectations were highly 
satisfied with the mass customized Internet apparel site. The path coefficient from 
satisfaction to behavioral consequences was strongly significant (/354 =.67, t = 11.82). This 
finding indicated that respondents who had greater satisfaction with mass customized 
Internet apparel sites had higher behavioral consequences for the mass customized Internet 
apparel site. 
Decomposition of effects 
There were significant indirect effects on satisfaction from negative perceived 
performance mediated by disconfirmation, and from positive performance mediated by 
disconfirmation ( t = 9.79; t = -2.19, respectively). In addition, there were some significant 
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indirect effects on disconfirmation from level of interactivity mediated by positive and 
negative perceived performance (t = 2.72), on satisfaction from level of interactivity 
mediated by positive and negative perceived performance and disconfirmation (t = 2.28). 
Also, there were significant indirect effects on behavioral consequences from positive 
perceived performance mediated by satisfaction (t = 9.16), from negative perceived 
performance mediated by satisfaction (t = -2.94), and from disconfirmation mediated by 
satisfaction (t= 9.29). 
Table 5.6. Decomposition of Direct, Indirect and Total Effects for the Alternative Model® 
Dependent 
Variable Independent Variable Total Effects Indirect Effects 
Direct 
Effects 
PPMC Level of interactivity .21 2.79) .21 ( 2.79) 
PEMC .09 1.25) .09 ( 1.25) 
NEMC .07 .88) .07 ( .88) 
NPMC Level of interactivity -.01 -.17) -.01 ( -.17) 
PEMC -.18 -2.46) -.18 (-2.46) 
NEMC .31 4.31) .31 ( 4.31) 
D Level of interactivity .15 1.96) .15 ( 2.72) .00 ( -.01) 
PEMC .11 1.43) .09 ( 1.61) .02 ( .37) 
NEMC -.01 -.18) .01 ( .14) -.02 ( -.37) 
PPMC .71 12.96) .71 (12.96) 
NPMC -.13 -2.21) -.13 (-2.21) 
S Level of interactivity •12( 1.59) .16 ( 2.28) -.04 (-1.05) 
PEMC .12 1.63) .11 ( 1.64) .01 ( .35) 
NEMC .05 .67) -.02 ( -.24) .07 ( 1.90) 
PPMC .74 14.45) .50 ( 9.79) .24 ( 5.09) 
NPMC -.16 -3.04) -.09 (-2.19) -.07 ( -2.06) 
D .71 14.94) .71 (14.94) 
BC Level of interactivity -.05 -.61) .08 ( 1.58) -.13 (-2.23) 
EPMC .08 1.62) .08 ( 1.62) 1 
ENMC .03 .67) .03 ( .67) 
PPMC .50 9.16) .50(9.16) 
PNMC -.11 -2.94) -.11 (-2.94) 
0 .48 9.29) .48 ( 9.29) 
S .67 11.85) .67 (11.85) 
"PEMC: Positive expectation of mass customization, NEMC: Negative expectation of mass customization, PPMC: Positive 
perceived performance of mass customization, NPMC: Negative perceived performance of mass customization, D: 
Disconfirmation, S: Satisfaction, BC: Behavioral consequence 
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Individual Characteristics 
To examine the effects of individual characteristics on expectations, perceived 
performance, disconfirmation, satisfaction, and behavioral consequences for the mass 
customization site, exploratory regression analysis was conducted. Beliefs about Internet 
shopping for children's clothing (BISC) and desire for unique consumer products (DUCP) 
were used as independent variables. 
Based on exploratory factor analysis, Hypotheses 6-1, 6-2, 7-1 and 7-2 were revised. 
Positive and negative expectations and perceived performance were examined separately. 
For beliefs about Internet shopping for children's clothing, four factors were extracted. 
However, correlation analysis indicated (Table 4.11) that there were significant correlations 
among four factors (y= .62, .57, and .42; p <05). Therefore, for this regression analysis four 
factors were merged into one factor whose Cronbach's alpha coefficient value was .92. 
Revised hypotheses were: 
H6_i.i: More positive Internet shopping beliefs about Internet apparel sites will be related to 
positive expectations toward a mass customization site. 
H6-i-2: More positive Internet shopping beliefs about Internet apparel sites will be related to 
less negative expectations toward a mass customization site. 
H6-2-i: More positive Internet shopping beliefs about Internet apparel sites will be related to 
positive perceived performance of a mass customization site. 
H6-2-2' More positive Internet shopping beliefs about Internet apparel sites will be related to 
less negative perceived performance of a mass customization site. 
H7.-m: Higher desire for unique products will yield higher positive expectations for a mass 
customization site. 
H7-i.2: Higher desire for unique products will yield less negative expectations for a mass 
customization site. 
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H7-2-i: Higher desire for unique products will yield higher positive perceived performance of 
a mass customization site. 
Hy-2-2- Higher desire for unique products will yield less negative perceived performance of a 
mass customization site. 
Beliefs about Internet shopping children's clothing 
Table 6.1 shows the results of regression analysis for the effect of beliefs about 
Internet shopping for children's clothing. Regression analysis indicated that there were 
significant relationships of beliefs about Internet shopping for children's clothing to positive 
expectations for mass customization, negative perceived performance, and behavioral 
consequences. Respondents who had more positive beliefs about Internet shopping for 
children's clothing (BISC) had more positive expectations of mass customization; however, 
there were no significant relationships to negative expectations (H6--M). There was a 
negative relationship between BISC and negative expectations (H6-i-2), but not statistically 
significant. In addition, there was a significant relationship of BISC to negative perceived 
performance; participants who had more positive beliefs about Internet shopping for 
children's clothing perceived less negative performance of the mass customization site (H6.2-
1). BISC was strongly related to the behavioral consequences, so respondents who had 
more positive beliefs about Internet shopping for children's clothing had strong behavioral 
consequences (H6„5). However, there were no significant relationships of BISC to positive 
aspects of perceived performance, disconfirmation, and satisfaction with the mass 
customized Internet shopping site. According to regression analysis, H6-i-i, He-i-2, and H6.5 
were supported, but H6-2-i, H6-i-2, H6.3, H6-4, and H^were not supported. 
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Table 5.7. Result of Regression Analysis for Beliefs about Internet Shopping for Children's 
Clothing Dependent Variables. 
Dependent Variables F B P t 
Positive expectation 8.77** .22 .21 3.97** 
Negative expectation 3.41 -.14 -.13 -1.85 
Positive perceived performance 1.70 .13 .10 1.31 
Negative perceived performance 7.73** -.22 -.20 -2.78** 
Disconfirmation 2.39 .16 .11 1.55 
Satisfaction 1.74 .13 .10 1.32 
Behavioral Consequences 15.62*** .45 .28 3.95*** 
B: Unstandardized coefficients 
(3: Standardized coefficients 
p < .05; "p < .01; "*p < .001 
Table 6.2 presents the results of regression analysis for the effect of desire for 
unique consumer products (DUCP) on positive and negative expectations, positive and 
negative perceived performance, disconfirmation, satisfaction, and behavioral 
consequences. The results indicated that there were significant relationships of DUCP to 
positive expectations, negative expectations, negative perceived performance, satisfaction, 
and behavioral consequences. That is, respondents who had higher DUCP had higher 
positive expectations, less negative expectations, less negative perceived performance, 
higher satisfaction, and greater behavioral consequences. However, there was no 
significant relationship of DUCP to disconfirmation. Thus, H7_i_i, H7.V2, H7„2-i, H7.2.2, H7„4| and 
H7_5 were supported, but H7„3 was not supported. 
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Table 5.8. Result of Regression Analysis for DUCP on Dependent Variables. 
Dependent variables F B P t 
Positive expectation 15.80*** .24 .28 3.97*** 
Negative expectation 5.75* -.16 -.17 -2.40* 
Positive perceived performance 2.47 .13 .11 1.57 
Negative perceived performance 6.99** -.18 -.18 -2.64** 
Disconfirmation .98 .08 .07 .99 
Satisfaction 5.80* .19 .17 2.41* 
Behavioral Consequences 33.73*** .54 .38 5.81*** 
B: Unstandardized coefficients 
(3: Standardized coefficients 
p < .05; "p < .01; *"p < .001 
102 
CHAPTER 6: SUMMARY AND DISCUSSIONS 
This chapter provides a summary of the research and its results. The findings, 
conclusions, implications, limitations and recommendations for future research are 
discussed. 
Summary of Research 
As the use of the Internet for shopping increases, retailers with on-line apparel sites 
have continuously developed more interesting, useful, interactive, and customized features 
to serve consumers. The interactive nature of the Internet is the key to building a 
relationship with customers (Hoffman & Novak, 1996; Srinivasan, Anderson, & Ponnavolu, 
2002). Interactivity is primarily suited to increasing consumers' satisfaction with a business 
relationship (Bauer, Grether, & Leach, 2000). Mass customization web sites incorporate a 
high level of interactivity in the site design. 
The interactive choices offered through mass customization sites are a significant 
way of increasing customer satisfaction and, as a result, customer retention (Bardakci & 
White lock, 2003). Due to the lack of research into mass customization and satisfaction, this 
research examined consumers' satisfaction with mass customization Internet apparel sites 
incorporating different degrees of interactivity. 
The purposes of this study were: 1) to investigate consumer satisfaction with mass 
customized Internet apparel shopping sites with varying degrees of interactivity; 2) to test 
satisfaction models with mass customized Internet apparel shopping sites; 3) to find the 
relationship of beliefs about Internet shopping to antecedents and consequences of 
satisfaction; and 4) to examine the relationship of desire for unique consumer products to 
the antecedents and consequences of satisfaction. 
The satisfaction of expectancy disconfirmation model (Oliver, 1977, 1980; Churchill & 
Surprenant, 1982; Swan & Trawick, 1980) was the framework to examine consumers' 
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satisfaction with mass customized Internet apparel shopping sites varying in degrees of 
interactivity. Among the interactivity characteristics, the concept of choice was applied to 
develop Internet mass customization shopping sites (Ha & James, 1998). Two mass 
customized Internet apparel sites used for this study allowed participants to customize 
children's clothing by selecting clothing design options. 
Adults who had previously purchased children's clothing and any products via 
Internet shopping were potential participants in this study. Data from 208 participants were 
used for the statistical analysis. Respondents were generally female (88.5%), White or 
European American (82.2%), and had children (83.2%). Respondents represented a highly 
educated and economically comfortable group with 62.6% holding a bachelor's or higher 
degree, and 57% earning more than an annual income of $50,000. 
Data analysis consisted of three phases: 1) preliminary analysis; 2) causal model 
testing; and 3) the exploration of individual characteristics. Preliminary analysis of research 
data included descriptive analysis, exploratory factor analysis, correlation analysis, and 
Cronbach's alpha as reliability assessment of research variables. LISREL was used to test 
causal modeling, and simultaneous group analysis was conducted to examine the 
interaction effects of the experimental treatment on the model. 
Results of the preliminary analysis 
Descriptive Analysis 
Based on descriptive analysis, a similar shopping pattern was found among 
respondents in mail order catalog and Internet shopping - about 60 percent had used mail 
order catalogs and Internet sites for apparel shopping more than once year, and about 70 
percent of participants had purchased apparel through mail order catalogs and the Internet 
at least once a year. In addition, satisfaction of respondents with children's clothing 
shopping via catalog and Internet was similar - about 40 percent were satisfied with catalogs 
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and about 45 percent were satisfied with Internet shopping. These findings may suggest 
that Internet shopping has been established as a viable shopping mode for the respondents. 
Factor Analysis 
Factor analysis with va rim ax rotation was used to identify the dimensionality of 
research variables: beliefs about Internet shopping, desire for unique consumer products, 
expectations, perceived performance, disconfirmation, satisfaction, and behavioral 
consequences. 
Based on factor analysis, expectations and perceived performance had both positive 
and negative aspects. Positive expectations included that the process was fun and that 
many choices of style, color, garment detail, and fabric print components would be available. 
Negative expectations included items relating to the difficulty of the process and higher 
prices for the product. 
Positive performance aspects included availability of styles, colors, garment details, 
fabric prints, design components, and wearability. After respondents became experienced 
with mass customization, they perceived the mass customization process as convenient, 
and they were, therefore, willing to pay more for it. That is, after respondents were exposed 
to the treatments, they generally perceived that the mass customized process was 
convenient. They were willing to pay more money for a customized garment, even though 
they had not previously expected to be willing to pay more. This finding indicated that 
consumers' attitudes might be changed after they experience mass customization. 
Because mass customization is still new to the respondents, they might have had 
relatively little knowledge of and no clear expectations about mass customization. After they 
tried the process, they might have become less uncertain and more positive about mass 
customization. This finding is consistent with innovation and diffusion theory (Rogers, 1995), 
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in which trialability is one way of increasing adoption of an innovation and results in less 
uncertainty about the innovation. 
Casual model analysis 
Casual modeling was used to test the hypothesized model. In the causal model 
which included level of interactivity and time, overall fit indices were acceptable. In this 
model, there were no significant effects of time respondents spent in the treatment on any 
endogenous variable. No matter how much time respondents spent in the treatment, 
perceived performance, disconfirmation, satisfaction, and behavioral consequences were 
not affected by the time they spent in the treatment. 
There were significant direct and indirect treatment effects in the model. Significant 
positive treatment effects were found for the performance variable and negative effects for 
behavioral consequences. A more positive performance was assessed for the more 
interactive customized apparel site than for the less interactive customization Internet 
apparel site. This finding indicated that higher interactivity - i.e., more choices ~ led to 
better perceived performance of the site. However, greater behavioral consequences were 
related to the less interactive site than the more interactive site. This result suggested that 
respondents had more behavioral consequences such as intention to revisit a store, 
intention to purchase a product if possible, and intention to recommend the product in the 
less interactive site than in the more interactive customized site. Despite the more positive 
assessments of performance for the more interactive customization site, respondents were 
more prone to return to the less interactive customization site. 
There were significant indirect treatment effects on disconfirmation and on 
satisfaction with different levels of interactivity. The more interactive customized site yielded 
greater disconfirmation through positive and negative perceived performances than did the 
less interactive site. That is, respondents thought that the more interactive site was better 
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than the less interactive site. Respondents also had higher satisfaction with the more 
interactive customization site. 
Overall, the more interactive mass customization was more positively evaluated than 
the less interactive site. But behavioral consequences were higher for the less interactive 
site. That is, the less interactive customization site yielded greater behavioral 
consequences than the more interactive site, indicating that more consumers may be willing 
to return to the simpler site. Choice of print may be an appealing option due to level of 
aesthetic involvement. Making more choices beyond the print may begin to push 
consumers to higher levels of confusion. This finding may be related to Berlyne's (1970) 
concept of complexity in aesthetics. Pleasingness and interest level are highest with 
medium levels of complexity, and then declined as the complexity increases too much. In 
present study, the less interactive customization site had a medium level of customized 
options. That might be the reason for higher behavioral intentions in the less interactive 
customization site than the more interactive site. Also, respondents might have thought that 
options offered in the less interactive customization site - 13 print designs - may have 
offered enough choices. 
In this analysis, treatment (level of interactivity) was a direct predictor of positive 
perceived performance and behavioral consequences; however, level of interactivity was not 
a significant direct predictor of disconfirmation and satisfaction. Instead, treatment (level of 
interactivity) indirectly and positively influenced disconfirmation and satisfaction through 
perceived performance. 
In this model, perceived performance was a significant outcome of treatment effects 
and strong predictor of disconfirmation and satisfaction. Also, perceived performance was a 
mediating variable of treatments on disconfirmation and on satisfaction. Respondents' 
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subjective evaluation of performance was a strong factor in this model, directly and indirectly 
related to treatment effects. 
Both treatments offered interactivity features to the respondents by varying its 
degree; this finding supports previous research that interactivity is suited to increasing 
consumers' satisfaction with a business relationship (Bauer, Grether, & Leach, 2000). The 
interactive choices offered through mass customization sites are an important way of 
increasing customer satisfaction (Bardakci & Whitelock, 2003). 
Expectations for both positive and negative aspects did not predict perceived 
performance, disconfirmation, and satisfaction. Negative expectations predicted only 
negative perceived performance. Participants who expected that the mass customization 
process would be more complex, difficult and took too much time evaluated this process as 
more complex, difficult and taking too much time. Those who had more negative 
expectations evaluated the mass customization process more negatively. 
Insignificant findings of relationships between expectations and performance, 
disconfirmation, and satisfaction did not support previous studies of satisfaction models that 
found relationship between expectations and other variables. However, this study supports 
the findingss of Oliver (1977, 1980), that there was no correlation between expectations and 
disconfirmation. In his study, Oliver (1977) argued that there is no necessary correlation 
between expectation and disconfirmation when expectations were completely subjective. 
The expectations measured in this study were general expectations about mass 
customization, subjectively based on individual's assumptions about an unfamiliar innovation 
rather than more familiar and objective prior experiences. 
In addition, in this study, expectations were not manipulated by treatments as in 
Oliver's (1977) study. The previous studies which have significant expectation effects on 
disconfirmation and satisfaction manipulated expectation (Churchill & Surprenant, 1982; 
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Oliver & Bearden, 1985; Spreng, MaKenzie, & Olshavsky, 1997; Tse & Wilton, 1988). The 
reason that expectations were not manipulated in this study was to examine respondents' 
general expectations about mass customization. That is, expectations were not based on 
the level of interactivity but on general expectations of mass customization. 
Also, mass customization is such a new innovation to most consumers that they do 
not have well formed expectations. Most of the respondents formed very high prior 
expectations of mass customization. This may be the reason for each of significant 
relationships between expectations and perceived performance, disconfirmation, and 
satisfaction, because there was not significant variance in expectations. The finding 
supports Churchill & Surprenant's (1982) findings that expectations for an innovative product 
did not predict disconfirmation or satisfaction, even though Churchill & Surprenant (1982) 
manipulated the expectations. In addition, previous research indicated that consumers had 
difficulty in defining expectations when they had little familiarity or no experience with a 
product or service (Halstead et al., 1994). 
In the model, both positive and negative perceived performance had significant 
effects on disconfirmation and satisfaction, which indicated that greater positive perceived 
performance predicted higher disconfirmation and greater satisfaction. Therefore, those 
who had more positive perceptions of performance thought that the treatment was better 
than their expectations and were more satisfied. Participants who evaluated their 
experiences as more fun and convenient and liked the color, style, and garment details that 
could be selected were more positively confirmed. That is, respondents' experiences of the 
mass customization process exceeded their expectations, and they were more satisfied. 
However, respondents who perceived performances as more negative were negatively 
affected by disconfirmation and satisfaction. Participants who evaluated their experiences 
as more difficult, complex, and too time-consuming were more negatively confirmed. The 
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process did not exceed their expectations, and again, they were less satisfied. In addition, 
there were indirect effects of disconfirmation on satisfaction via both positive and negative 
perceived performances, which supported the mediating effects of disconfirmation on 
satisfaction. This study's findings supported previous research on the direct effects of 
perceived performance on disconfirmation and satisfaction (Golfing & Woodruff, 1988; 
Churchill & Surprenant, 1982; Oliver, 1980) and the indirect effect of perceived performance 
on satisfaction through disconfirmation (Anderson & Sullivan, 1993; DeRuyter et al., 1997; 
Oliver & DeSarbo, 1988; Tse & Wilton, 1988). In addition, the findings of strong effects of 
performances supported especially the previous research when expectations were not well 
formed due to a lack of familiarity (Churchill & Surprenant, 1982; Halstead et al., 1994). 
Disconfirmation strongly predicted greater satisfaction and mediated the relationship 
between perceived performance and satisfaction. That is, those who thought that their 
experiences were better than their expectations were more satisfied with the mass 
customized Internet apparel site. Greater positive perceived performance lead to higher 
satisfaction mediated by disconfirmation, and higher negative perceived performance 
yielded lower satisfaction mediated by disconfirmation. This finding supports previous 
research in which disconfirmation has strong direct effects on satisfaction (Churchill & 
Surprenant, 1982; Oliver, 1980, 1993; Oliver & Bearden, 1985; Oliver & DeSarbo, 1988; 
Swan & Trawick, 1981; Tse & Wilton, 1988) and indirect effects on satisfaction (Churchill & 
Surprenant, 1982; Oliver & Bearden, 1985; Oliver & DeSarbo, 1988; Swan & Trawick, 1981; 
Tse & Wilton, 1988; Westbrook, 1980). However, unlike the previous studies, there was no 
indirect effect of expectation on satisfaction through disconfirmation. Expectation is not a 
significant predictor in this model. And again, poor formation of expectations due to lack of 
familiarity of mass customization may lead to these results. 
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Higher satisfaction led to greater behavioral consequences. That is, participants who 
were more satisfied with mass customization had higher behavioral consequences such as 
revisiting the site, recommending it to their friends, and intention to purchase the product if it 
is available. This study's findings support previous research that found that a positive 
relationship exists between consumer satisfaction and behavioral intentions of consumers 
(Anderson & Sullivan; 1990; Boulging et al., 1993; Oliver, 1980; Oliver & Bearden, 1985; 
Oliver et al., 1997; Oliver, Rust, & Varki, 1997; Swan & Oliver, 1989; Swan & Trawick, 1981; 
Patterson et al., 1997). 
Simultaneous group analysis 
In addition, simultaneous group analysis examined the interaction effects of 
treatment on the model. Treatment differences related to the satisfaction model were 
assessed by simultaneous analysis using LISREL. The covariance structures were not 
significant between treatments of the less customized and less interactive site and the highly 
mass customized and highly interactive site. Also, constrained path coefficients in the 
model across treatments did not support the interaction effects between treatments in the 
model by showing insignificant c/?/-square change on changing degrees of freedom. 
Therefore, the simultaneous group analysis indicated that there were no significant 
differences in model structures between treatments, which confirms a previous study done 
by Kamali and Loker (2002). That is, any effect of the treatment on endogenous variables is 
the same in the two groups. Even though evaluations differed on some variables, it did not 
affect relationships of variables in the model. Increasing number of options to choose did 
not differently effect performance, disconfirmation, satisfaction, and behavioral intention in 
this study, even though there were significant main effects on perceived performance and 
behavioral consequences. 
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Alternative model analysis 
Because causal analysis found that there were no significant effects of time in the 
model, an alternative model without the time variable was proposed and analyzed. Based 
on fully recursive model analysis and correlation analysis, two paths were added from 
positive expectations to negative performance and from negative expectations to positive 
performance. This model provided better overall fit indices, and all findings 
were the same except positive expectations significantly predicted the negative perceived 
performance. 
In this model, positive and negative expectations were significant predictors of 
negative perceived performance, whereas these variables did not predict positive 
performance. Positive expectations predicted less negative perceived performance and 
negative expectations predicted higher negative perceived performances. Respondents 
with more positive expectations of a fun process evaluated the mass customization process 
as less difficult, complex and time-consuming. Respondents who had more negative 
expectations thought that the mass customization process would be difficult, complex, and 
too time-consuming and tended to have negative perceived performances. This might 
influence their rate of adopting mass customization. If a consumer thinks that the mass 
customization process is difficult to understand and use, he or she may be slower to adopt 
the system (Rogers, 1995). This study's findings suggest that consumers who had more 
negative expectations of mass customization more readily perceived the mass 
customization process as difficult, complex and too time-consuming than consumers who 
had more positive expectations of mass customization. Negative and positive expectations 
related to negative performances more than positive performances in this study. 
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Individual characteristics 
Individual characteristics examined in this study included beliefs about Internet 
shopping and desire for unique consumer products. Beliefs about Internet shopping were 
significant predictors of positive expectations about mass customization, negative perceived 
performance, and behavioral consequences. That is, those who have strong positive beliefs 
about Internet shopping had more positive expectations about mass customized Internet 
shopping sites, less negative perceived performance, and greater behavioral consequences 
such as recommending the site, revisiting the site, and purchase intentions. Even though 
more positive beliefs about Internet shopping did not predict satisfaction, those who had 
positive beliefs about Internet shopping were comfortable with their behavior regarding 
purchased products, recommending it to others, and revisiting the customization site. 
This finding suggested that consumer groups who have positive beliefs about 
Internet shopping are the right target groups for marketing the mass customization process. 
They already had previous good experiences with Internet shopping in addition to 
confidence in Internet services and therefore were previously more open to seeing positive 
aspects of mass customization. 
In this study, the setting for mass customization was the Internet, which is an ideal 
tool for mass customization because it provides interactivity and personalized service 
(Hibbard, 1999; Joines, Scherer, & Scheufele, 2003; Kim, 2002; Lee, 2000). This study 
found that consumers who had higher beliefs about Internet shopping had more positive 
expectations about mass customization, less negative perceived performance, and greater 
behavioral consequences. In addition, their beliefs are also compatible with the Internet 
shopping concept. This finding also shows that compatibility with people's beliefs, values, 
and ideas is the one of the determinants in the adoption of innovations (Rogers, 1995). 
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Desire for unique consumer products was a strong predictor of most endogenous 
variables which were related to the concepts of mass customization, individualization of 
products, and involvement in the co-design process resulting in unique products. 
Respondents who had a higher desire for unique consumer products had higher positive 
expectations for mass customized Internet apparel sites, less negative expectations about 
mass customization, less negative perceived performance of mass customization, higher 
satisfaction with mass customization, and more behavioral consequences. This finding 
indicated that desire for unique consumer products was an important predictor of satisfaction 
with mass customization, a finding compatible with previous research (Bhattacherjee, 2001; 
Page & Lepkoska-White, 2002; Park & Kim, 2003; Palmer, 2002; Sandoval & Wolverton, 
1999; Srinivasan, Anderson, & Ponnavolu, 2002; Vijayasarathy, 2002; Williams, 2000). 
Desire for unique consumer products might be related to the concept of enhancement of 
individuality which Fiore et al. (2003; in press) found was one of the important individual 
characteristics determining willingness to use mass customization and body scanning. They 
found that individuals who tended to be more interested in enhancement of individuality 
were highly motivated to create unique products through in the mass customization. 
Therefore the concept of desire for unique consumer products might be related to mass 
customization. Individuals with interest in unique products may find that mass customization 
can support their desire for uniqueness. And again, this supports Rogers (1995) rate of 
adoption where people's desire for unique products may be compatible with mass 
customization and may influence the adoption of innovations. 
Conclusions 
This research was the first attempt to test a theoretical satisfaction model on 
consumers' satisfaction with mass customized Internet apparel sites. The present study has 
shown the effects of interactivity on satisfaction. Interactivity increases consumers' 
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satisfaction, and the interactive choices offered through mass customization sites influence 
customers' satisfaction. Consumers had more positive evaluation of the more interactive 
mass customization site than the less interactive customization site. However, respondents 
were more comfortable with coming back to the less interactive customization site than the 
more interactive customization site. The findings also indicated that a company needs to 
begin its mass customization business strategy with simpler and clearly organized sites in 
the beginning stages to avoid possible consumer confusions and concerns. 
The test of the satisfaction model showed that expectation was not a good predictor 
of satisfaction; however, performance and disconfirmation were strong determinants of 
satisfaction, and satisfaction was the key predictor of behavioral intentions. Therefore, 
performance and disconfirmation were found to be antecedents of satisfaction, and 
behavioral intention was the consequence of satisfaction in this model. 
The findings of this research suggest a positive future of mass customization in the 
apparel industry. At this point, consumers had not well formed expectations of mass 
customization as it is still a new concept to most consumers. Because expectations were 
not well defined, the variables could not predict disconfirmation, performance, and 
satisfaction in this model. However, positive and negative expectations of mass 
customization predicted subsequent negative perceived performance but failed to predict 
satisfaction and disconfirmation. Expectations were not manipulated in this study, possibly 
contributing to different results from previous research which manipulated expectations to 
fully test the expectation disconfirmation model. To test satisfaction with mass 
customization which is still new and innovative, an expectation disconfirmation model may 
not be fully appropriate for explaining satisfaction. Adding new variables which can account 
for the familiarity of new products or services may improve expectations. 
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Positive and negative perceived performances that were respondents' subjective 
evaluation about mass customized Internet apparel shopping sites were important factors in 
predicting disconfirmation and satisfaction. As previous research indicated, performance 
was an important predictor of the satisfaction model, especially, when expectations were not 
well defined (Churchill & Surprenant, 1982; Halstead et al., 1994). This finding suggests 
that companies need to focus on providing good quality of services at the first encounter 
level when new and innovative services are introduced to consumers. 
Beliefs about Internet shopping and desire for unique consumer products were 
significant individual characteristics predicting consumers' expectations, performance, 
satisfaction, and behavioral consequences. These findings showed that further research of 
relationships of individual characteristics to interactivity and mass customization deserve 
further study to provide target market segmentation information for mass customization in 
the apparel industry. Because beliefs about Internet shopping and desire for unique 
consumer products were compatible with respondents' beliefs, values, and needs, these 
may be important factors which affect adoption of mass customization. 
Implications for Apparel Business 
This study has demonstrated consumer satisfaction with mass customized Internet 
shopping sites. The findings have valuable implications for apparel retailers to enhance 
future implementation of mass customization strategies. First, this study projects a positive 
future of mass customization in the apparel industry due to changing consumers' 
characteristics. Consumers' desire for unique products was an important factor in predicting 
positive attitudes toward mass customization. This is a good sign for companies to start 
mass customization soon as the number of consumers who are looking for unique products 
in the market place keeps increasing (Dickerson, 2003). 
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Second, when an apparel company considers mass customization as its business 
strategy, the potential target market group for mass customization in the Internet setting 
would be one that is already familiar with Internet shopping. Internet access to mass 
customization is compatible with this segment of consumers' beliefs and ideas, possibly 
speeding the rate of adoption of mass customization. 
Third, this study indicated that consumers generally have high expectations for mass 
customization. Mass customization is still new and innovative to them. Customers will use 
performance as the primary determinant of their satisfaction level. If performance is the 
major determinant, a company should be aware of this and prepare to improve their service 
quality at the service encounter level. 
Fourth, mass customization is still a new concept to consumers. Therefore, when a 
company develops mass customization, continuous education, advertising, and promotion of 
mass customization to consumers is needed. Also, future research about consumers' 
expectations is needed as a strategy for the company to develop more successful and 
consumer-driven approaches to mass customization. 
A company may need to manage consumers' expectations to prevent dissatisfaction 
that may occur due to expectations exceeding the company's ability to deliver. A company 
must be careful about communicating information about mass customization to avoid 
unrealistic expectations about what it can do. In addition, a company may accommodate 
consumer's demands by applying and improving degree of quality and services, alter the 
expectations, or drop the customer group if it is not feasible to meet their needs (Sheth & 
Mittal, 1996). 
Fifth, this study's findings indicated that consumers' expectations about the attributes 
of mass customization could be changed after they actually experienced the process for the 
first time. If consumers have positive attitudes after they are exposed to the mass 
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customization process, the result is greater satisfaction and behavioral consequences such 
as intention to purchase a product, intention to revisit the site, and intention to recommend 
the site. Therefore, companies need to focus on providing good quality of services in the 
encounter level which may lead consumers to positive evaluation and attitudes. 
Sixth, a company needs to be careful about consumers' concerns about mass 
customization. Negative expectations lead to more negative evaluations, such as perceived 
complexity and difficulty of use, both of which reduce the rate of adoption. A company 
should offer to consumers a clear, easy, and organized mass customization process to 
reduce confusion and concerns. Initially, in-store demonstration and clear online tutorial 
with easy to access help online will be needed to ease consumer concerns. 
Seventh, the more interactive customization site was more positively evaluated than 
the less interactive customization site. Therefore, offering many options to co-design is a 
great approach as long as the options are provided clearly. However, there were greater 
behavioral consequences in the less interactive customization site. In the beginning stage 
of introducing mass customization, it may be appropriate to start more simply at first with 
several options and then introduce and develop more options and functions to customize the 
product. 
Seventh, satisfaction was important to predicting behavioral consequences. 
Therefore, focusing on consumers' satisfaction with mass customization would be the best 
way to lead to consumer retention as well as purchasing behaviors. 
Limitations 
The results of this study should be evaluated in consideration of certain limitations. 
First, the respondents were limited to convenience sampling which was focused on samples 
in Ohio, Iowa, and New York. Though randomization of assignments to the treatments was 
118 
performed, the generalizability of the results of this study is limited due to lack of random 
sampling. 
Second, the website developed for this study was not an actual purchase situation, 
and respondents were informed of this fact before they were exposed to the study. However, 
that lack of realism might affect their responses. In addition, price information was not 
offered to the respondents; such information might have influenced their attitudes and 
evaluations. The mass customization options offered in this study focused on the co-design 
process, which is only one important aspect of mass customization. Fit issues, which were 
also important, were not considered. 
Third, the product category used in the present study was children's clothing. 
Therefore, respondents' evaluations of mass customization were only based on this one 
category of apparel. Findings may be very different for adult apparel for which fit is a more 
essential criteria. 
Forth, expectations were not manipulated in this study to fully test the expectation 
disconfirmation model of satisfaction. This was a different approach from previous research. 
Insignificant effects of expectations on the model need to be evaluated without this limitation. 
Fifth, the treatments used in this study varied the mass customization process by 
increasing the number of choices in co-design. The treatments did not include a totally 
controlled treatment to compare a highly mass customized and highly interactive site with no 
customization and no interactivity. Therefore, the results of the study are limited in terms of 
testing degree of interactivity in the mass customized process. It is not clear that a realistic 
control site with no interactivity can be constructed, however. 
Sixth, there may have been effects of procedure on the measure of desire for unique 
consumer products as it was measured after respondents were exposed to the treatment. 
Since respondents had just experienced the mass customization process offering unique 
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fabric prints and designs, they might have become more favorable toward unique products 
than they normally were. Finally, even though the results indicated that the time 
respondents spent in the treatment did not have significant effects, the present study did not 
control time. 
Recommendations for Future Research 
Based on the present research, several recommendations for future study are 
suggested. First, future researchers should study random samples and diverse apparel 
product categories to improve generalizability of findings. 
Second, the present study indicated that respondents are satisfied with the mass 
customized process and report positive behavioral intentions. The mass customization 
process is still an innovative concept; therefore, a combination of qualitative and quantitative 
approaches for the study of this topic is suggested. After consumers have been exposed to 
the site, they could explain their experiences of the mass customized process. Consumers 
could suggest how much money and time they are willing to spend, how long they are willing 
to wait for the customized products to be delivered, what product categories they would like 
to see customized, what confusions with a concerns they had about the process, and what 
options they would like to have to co-design garments. All of this feedback will be useful for 
setting a company's marketing strategies as well as charting future studies. 
Third, totally controlled treatments must be developed to clearly test interactivity 
effects. In this study there were some significant treatment effects between the less 
customized and less interactive site and the highly mass customized and highly interactive 
site. Consumers were generally satisfied with the mass customized process, even though it 
was new to them. Therefore, it is better to know whether consumers are ready to use it or 
not by examining consumer's attitudes in different website situations: first, a site presenting 
regular products without any mass customization process, then one with some products that 
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do not offer mass customization choices and some products with mass customized process 
options, and finally a highly mass customized site. 
Fourth, a co-design concept incorporated with the choice concept of interactivity 
examined consumers' satisfaction with mass customization; however, fit issues are also 
important in mass customization. Therefore, a study of fit issues in mass customization of 
apparel is suggested for future study. 
Fifth, manipulation of expectations is needed to fully test effects of expectations on 
the satisfaction expectation disconfirmation model. Therefore, the effect of expectations 
merits future study. However, expectation was not strong predictor in this satisfaction model 
of mass customization. Consumers do not have clear expectations for ideas about and 
familiarity with mass customization, and therefore, expectations for mass customization 
were not well formed in this study. To test satisfaction with a new innovation or new 
product, it may be appropriate to develop a more extensive satisfaction model. A model that 
incorporates consumers' prior knowledge about innovative services and products along with 
expectations may more adequately test satisfaction. 
Sixth, further study is needed to investigate individual characteristics in more depth. 
Study is needed in light of the contribution of the desire for unique consumer products 
variable to understanding satisfaction. A company could profile consumer characteristics 
and do market segmentation, targeting potential customers and focusing where the 
company needs to advertise and promote mass customization services. 
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APPENDIX A: DATA CLLECTION WEBSITE AND QUESTIONNAIRE 
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digikids : Creating Customized Children's Clothing Research Site 
This site requies Flash 5 Player or higher. Get Flash 
If you have Flash Player 5+ then you will automatically enter the site in 2 seconds. 
If you are not automatically redirected and you know you have flash please click here. 
123 
digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final {c-^ Rewards 
Participant 4J Questionnaire W Selection 4J* Questionnaire 
Home 
The purpose of this study is to understand consumer satisfaction with digitally printed and customized 
children's wear. This is a research study, conducted by researchers at Iowa State University, Bowling 
Green State University, and Cornell University. The information you provide will be used in assisting 
clothing companies to develop innovative strategies for marketing clothing online. 
We contacted your organization to get permission to recruit you.You may be one of 20 participants 
randomly selected to receive a $25 cash prize. Another 20 participants will receive the actual 
customized garment that they designed on the digikids site. To be eligible for awards, you must 
complete and submit three steps - the initial questionnaire, your selection of customized children's 
clothing, and the final questionnaire. 
Please bookmark this digikids site in case you need to quit your session and return later. 
Please realize that the garments you see in the digikids site are not for sale at this time. This study is 
not an attempt to get you to buy anything. The garments and site are prepared for research purposes 
only. 
Exit 
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digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final Rewards 
Participant LJ» Questionnaire tJ» Selection Questionnaire 
Definitions 
There are two definitions that you need to understand to complete this survey: 
Customization 
the process that allows the consumer to personally 
select a unique combination of characteristics in a product 
Digital textile printing 
the process of printing computerized images directly to fabric 
125 
digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire Selection tJ* Questionnaire 
Rights of Participant 
Thisis aresearch study,conductedbyresearchersatIowa State 
University, Bowling Green State University, and Cornell Z3 
University. Please read below and take your time in deciding if 
you would like to participate. Please feel free to ask questions 
by e-mailing or calling the researchers listed at the end of 
this page. 
The purpose of this study is to understand consumer satisfaction jrj 
I have read the information above and understand the purpose, benefits, risks, and procedures that 
will be followed in this study. I attest that I am 18 years or older and that I have not previously 
submitted data to this study. 
By pressing "Continue", I indicate my voluntary consent to participate. 
Exit 
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Rights of Participant 
This is a research study, conducted by researchers at Iowa State University, Bowling Green State 
University, and Cornell University. 
Please read below and take your time in deciding if you would like to participate. Please feel free to 
ask questions by e-mailing or calling the researchers listed at the end of this page. 
The purpose of this study is to understand consumer satisfaction with digitally printed and customized 
children's wear. This study will make important contributions to researchers and businesses, 
increasing understanding of how consumers respond to the customization process. 
Procedures 
We contacted your organization to get permission to recruit you. If you are 18 years or older, you are 
asked to complete a preliminary and final questionnaire and to explore the digikid's Internet site to 
select children's clothing that you customize according to your preferences. The first questionnaire 
asks about your previous experience with Internet and other types of shopping, and your attitudes 
about Internet shopping, apparel customization, and digital printing in children's clothing. You will 
then explore the site and submit a design that you prefer. The final questionnaire asks for 
demographic information and your evaluations of the customizing site and the children's apparel 
product you select. By computer, we will also collect information on how you navigate the digikids 
site and track the time you spend to complete the customization process. This study will take 
approximately 20-25 minutes to complete, depending on how interested you get in customizing the 
digikids clothing. 
Benefits and Compensation 
Participation in this study may not directly benefit you. It is hoped that the information collected will 
help businesses understand whether consumers are interested in customization of apparel products 
and how such services could be made available in user-friendly sites. 
To express our gratitude for your help, 20 participants will be randomly selected to each receive a 
$25 gift certificate. Another 20 participants will receive the actual garment that they designed on the 
digikids site. If you receive a garment, you will be asked to evaluate the garment in an e-mailed 
questionnaire. To be eligible for awards, you must complete the entire process and submit the 
preliminary questionnaire, a customized children's clothing design of your choice, and the final 
questionnaire. You must indicate at the end of participation whether you want to be eligible for any of 
these awards and must supply information on how to reach you. Participants will not receive more 
than one award. 
Costs 
There are no costs to participating in this study. You cannot purchase the garment you select, as 
they are not available for sale at this time. 
Risks and Confidentiality 
There are no risks in participating in this study. To the extent permitted by law, you are assured of 
complete confidentiality of any of the responses you give. Only the researchers at Iowa State 
University will have any access to your responses. However, federal government regulatory agencies 
and the Institutional Review Board (a committee that reviews and approves human subject research 
studies) may inspect and/or copy your records for quality assurance and data analysis. These 
records may contain private information. 
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An identification number will be assigned to your responses and contact information only to track your 
name for future reward of a gift certificate or garment, and only if you sign up for those benefits. 
Address information that you provide will be sent to a separate e-mail address. Any personal 
identifiers will be removed from the data as soon as possible after you send your responses. Names 
and addresses will be destroyed after rewards are distributed. Results will be reported only in 
general, with no individuals specifically identified. 
Participant Rights 
Your participation is entirely voluntary, and you are free to discontinue participation or "exit" at any 
time. You can skip any question you have trouble answering for any reason. A decision not to 
participate will not bias our feelings toward you in any way. However, at least 75% of the 
questionnaires must be completed and a garment choice must be submitted for a participant to be 
eligible for the reward contest. 
Questions or Problems 
You are encouraged to ask questions at any time. For further information about the study contact 
one of the researchers listed below. If you have any questions about the rights of research 
participants, please contact the Human Subjects Research Office, 2810 Beardshear Hall, (515) 294-
4566; austinq@iastate.edu. the Research Compliance Officer, Office of Research Compliance, 2810 
Beardshear Hall, Ames, IA 50011,(515) 294-3115; dament@iastate.edu. or chair of Bowling Green 
State University's Human Subjects Review Board at (419) 372-7716; hsrb@bqnet.bqsu.edu. 
Thank you very much for your participation. 
Hyun-Hwa Lee 
Doctoral Student, Iowa State University, Ames, IA 50011 
Instructor, Bowling Green State University, Bowling Green, OH 43403 
h vu n Itwa @.iastate. ed u ; leeh@bgnet. bgsu.edu; 419-372-4412 
J R. Campbell 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
ircamp@iastate.edu 
(515)-294-0945 
Mary Lynn Damhorst 
Associate Professor 
Iowa State University 
Ames, IA 50011 
mldmhrst@iastate.edu 
(515)-294-9919 
Jean Parsons 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
jparsons@iastate.edu 
(515)-294-4022 
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Suzanne Loker 
Professor 
Cornell University 
Ithaca, NY 
SL135@cornell.edu 
(607)-255-6204 
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digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment ^ Final ^ Rewards 
Participant U" Questionnaire Selection «Lf Questionnaire «W 
Preliminary Questionnaire I 
In this initial survey, we ask you to provide personal data and your current attitudes about 
customization, internet shopping, and digital textile printing of children's clothing. We really want to 
know what you think. There are no right or wrong answers. You can skip any question you have 
trouble answering for any reason. 
If you have already submitted questionnaires and a garment choice, please do not participate again. 
We thank you for your original participation! To enter your responses again would destroy scientific 
value of the study. 
1, How long have you been using the following shopping methods for clothing purchases? 
Less Six 
months One to More Never than six two than two 
months to one year years years 
A. Mail order catalog r r r r r 
B. Internet r r r r c 
C. TV shopping channels r r r r r 
2. During the last 12 months, how many times have you purchased clothing through the 
following shopping methods? 
Never Once 2 to 5 times 
6 to 10 
times 
10+ 
times 
A. In-store shopping r r r r r 
B. Mail order catalog c r r r c 
C. Internet r r r r r 
D. Garage sale c r r r r 
E. Second-hand clothing store c r r r r 
F. E-bay r r r r r 
G. TV shopping channels c r r r r 
3. During the last 12 months, about how much did you spend on all your family clothing 
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purchases through the following shopping methods? 
None $1 -200 
$201-
500 
$501-
1000 
More 
than $1,000 
A. In-store shopping r r r r r 
B. Mail order catalog r r r r r 
C. Internet r r r r c 
D. Garage sale r r c r r 
E. Second-hand clothing store r r r r r 
F. E-bay c r r r r 
G. TV shopping channels r r r r r 
4, How satisfied are you with shopping for children's clothing via the following shopping 
methods? 
Unsatisfied Neutral Satisfied 
A. In-store shopping r r r c r 
B. Mail order catalog r r r r C 
C. Internet r r r c r 
D. Garage sale r r r r c 
E. Second-hand clothing store r r r c c 
F. E-bay r r r c r 
G. TV shopping channels r r c c r 
5. Think about the purchases you have made in the last month. ESTIMATE how much you 
spent on children's clothing. 
$f 
6. Have you ever sewn children's clothing? 
Never Rarely Sometimes Frequently Most of the time 
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r r r r r 
7. What are the ages of children you have bought clothing for In the last year? (Please check 
all that apply) 
F" Newborn to 6 months 
I" 6 months to 2 years 
F" 2 to 4 years 
f~ 4 to 6 years 
6 to 10 years 
8. What do you think about children's clothing available on the market today? 
Neutral 
Boring r r r r c Interesting 
Exciting r r r r r Unexciting 
Appealing r r c r r Unappealing 
Fascinating r r r c c Mundane 
Satisfying r c c c c Dissatisfying 
Interesting r c r r r Uninteresting 
Undesirable r r r r r Desirable 
Too costly r r r r c Affordable 
9. To what extent do you agree or disagree with following statements? 
A. I plan to buy children's clothing using the 
Internet. 
B. Internet shopping for children's clothing fits 
with my life style. 
C. Internet shopping for children's clothing is 
useful. 
D. Children's clothing sold on the Internet is 
more likely to have discount prices than 
products sold in stores. 
r r r r r 
r r r r r 
r r r r r 
r r r r r 
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E. I feel safe using my credit card to make 
purchases of children's clothing via the C C C C C 
Internet. 
F. Compared to stores I shop in, many more 
styles of children's clothing are available on C C C C C 
the Internet 
G. Compared to stores I shop in, many more 
children's clothing brands are available on r C C f r 
the Internet. 
H. I like being able to make price comparisons ^ _ 
for children's clothing on the Internet. 
I. Children's clothing is easy to return when _ . _ _ _ 
shopping using the Internet. 
J. Compared to stores I shop in, many more 
sizes of children's clothing are available on r r C C 
the Internet. 
K. Purchasing children's clothing on the ^ ^ - - -
Internet is faster than shopping in stores. 
L. Children's clothing purchased using the 
Internet is delivered quickly. 
M. Shopping for children's clothing via the . 
Internet is easy. 
N. Internet shopping for children's clothing is ^ ^ . 
convenient. 
0. Prices of children's clothing sold on the -, ^ . 
Internet are reasonable. 
P. Internet shopping sites for children's ^ ^ . 
clothing give good customer service. 
Q. I enjoy shopping for children's clothing on . _ 
the Internet. 
R Internet shopping offers good values. C C C C C 
10. On an Internet shopping site, I expect 
Strongly 
Disagree Neutral 
Strongly 
Agree 
A. Visually appealing Internet site design r r r r r 
B. Appealing images or photos r c c r r 
C. To navigate through the site easily c c r r r 
D. To understand how to use the site easily r r c r r 
E. To find the information easily on the site r c c r r 
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F. To have clear options/tools to use r c r r r 
G. To understand how to begin, what to do 
next, and how to proceed easily r c r r r 
H. To understand where 1 am while using the 
site r r r c r 
I. Images and photos will give me clear 
information about the product (fabric, fiber 
content, care, size, price, etc.) 
r c r r r 
11.  On a customized children's clothing site, 1 expect 
Strongly 
Disagree Neutral 
Strongly 
Agree 
A. The process will be fun r c r r r 
B. The process will be complex r r r r r 
C. The process will be difficult r r r c r 
D. The process will be convenient r c r r r 
E. To be able to select the components (i.e. 
sleeves, closures, lengths, collars) of a 
clothing item 
c c r r r 
F. It will take too much time to select all the 
necessary choices to design the children's 
clothing 1 want 
r r r r r 
G. To be able to select the perfect length r c r c r 
H. To be able to select a style that 1 like r c r c r 
1 To be able to select a unique style c r r c r 
J. To be able to select the color 1 like c r r c r 
K. To be able to select garment details 1 like c r r c r 
L. To be able to select a fabric print 1 like c r r r r 
M. To be able to select the perfect size c r c r r 
N. To get perfect fit c r c r r 
0. To pay more for the garment r r c r r 
P. It will be difficult to choose from the many 
garment features available. r r r r r 
12. With digital fabric printing for clothing, I expect to: 
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Strongly 
Disagree Neutral 
Strongly 
Agree 
A, See a photo realistic effect r r r c r 
B. Get a unique print design r r r c r 
C. Get clear imagery c c r c r 
D. Get different kinds of printed imagery that 1 
cannot find elsewhere r r r r r 
E. Be able to build my own print design from 
image, color and motif on the garment r c c c r 
F. Be able to select from a number of print 
designs c r r c r 
G. Be able to design the imagery for the 
garment myself c r r r r 
H. Be able to get a higher quality garment r r c r r 
1 Have an easy time caring for the garment r r c c r 
J. Pay more for the garment r r c r r 
•m 
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Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire Selection Questionnaire 
Now please explore options for creating children's garments on the digikids site. In this site, you will 
be able to design a jacket, a shirt, or overalls while choosing prints, collars, pocket, sleeves, or 
pants/skirt options you like. You may experiment with the options all you want, but will ultimately 
choose one customized child's garment you like the best. After you have finished the 
customization process, please click the submit button. A picture of the garment you submit will be e-
mailed to the address you are working from. 
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Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire 'Lj' Selection Lif Questionnaire 
Please select a garment 
above to begin the 
customization process. 
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digikids ; Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire Selection Questionnaire 
138 
digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final Rewards 
Participant LV Questionnaire tèjf Selection Questionnaire 
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digikids ; Creating Customized Children's Clothing Research Site 
G 
Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire 'Lj' Selection LJ" Questionnaire iLj" 
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digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final Rewards 
Participant U' Questionnaire Selection 4^ Questionnaire 
Final Questionnaire 
In this final survey, we ask you to rate your experiences and satisfaction with customization, Internet 
shopping, digital textile printing, and the product you selected. We want to know what you think. 
There are no right or wrong answers. 
1. Please rate the following based on your evaluation of the digikids site: 
Strongly 
Disagree Neutral 
Strongly 
Agree 
A. The digikids site design was visually 
appealing r r r r r 
B There were appealing images r r r r r 
C It was easy to navigate through the site r r r r r 
D It was easy to understand how to use the 
site r r r r r 
E. It was easy to find the information on the 
site c r r r r 
F There were clear options/tools to use r r r r r 
G. It was easy to understand how to begin, 
what to do next, and how to proceed r r r r r 
H. It was easy to understand where I was 
while using the site r r r r r 
I. Images and photos gave me clear 
information about the product (fabric, fiber 
content, care, size, price, etc.) 
r r r r r 
2. Please rate the following based on your evaluation of customizing children's clothing: 
Strongly 
Disagree Neutral 
Strongly 
Agree 
A The process was fun r r r r r 
B The process was complex r r r r r 
C The process was difficult r r r r r 
D The process was convenient r r r r r 
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E. It took too much time to select all the 
necessary choices to design the children's C r r C r 
clothing I wanted 
F. I was able to select the components (i.e. 
sleeves, closures, lengths, collar of clothing C C f" C 
items) 
G. I was able to select the perfect length r r r r c 
H I was able to select a style that I like r c c r r 
I. I was able to select a unique style r c r r r 
J. I was able to select a color I like r r r c r 
K. I was able to select garment details I like r r r r r 
L. I was able to select a fabric print I like c c r r r 
M. I was able to select the perfect size r c r r c 
N. The customized garment appears to be 
very wearable c r r c c 
0. I liked the garments that were available for 
customizing r c r c c 
P. I would pay more for the garment r r r c c 
Q. I found it difficult to choose from all the 
garment features available. r c r c c 
3. Please rate the following based on your evaluation of digitally printed clothing: 
A. I was able to see a photo-realistic effect in 
the imagery on the garments 
B I think the customized garment prints 
available for "digikids" are unique 
C. I think the imagery on the garment was 
clear 
D. I liked the illustrations of the customized 
garments 
E. I liked the way the images were placed into 
the garment shapes 
F. I was able to visualize what the garment 
will really be like from looking at the 
garment illustration 
G. The imagery choices worked well with the 
garment styles 
Strongly 
Disagree 
r 
r 
c 
r 
r 
r 
c 
r 
r 
r 
r 
c 
r 
Neutral 
r r 
r 
r 
r 
r 
r 
r 
c 
r 
c 
r 
r 
c 
Strongly 
Agree 
r 
r 
r 
r 
r 
r 
r 
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H. The color choices available for the - ^ - - -
customized garment were appealing 
I. I was able to get print designs that I can't ^ _ 
find anywhere else 
J. I was able to select from a number of print 
designs ( f f r r 
K. I was disappointed that I could not build my - _ ^ _ 
own print design, 
L. I was disappointed that I was not able to 
design the imagery for the garment by C C C C C 
myself 
M. There were too many print design to _ _ . . ^ 
choose from 
4. To what extent do you think about the following statements? 
Worse 
than 
expected 
Neutral 
A. Overall, the Internet shopping experience 
in the digikids site was 
B Overall, the digikids site was 
C Overall, the clothing available from the 
digikids site was 
D. Overall, the customized children's clothing 
process in the digikids site was 
E. Overall, the digitally printed designs from 
the digikids site were 
F. Overall, the clothing item you customized 
on the digikids site was 
Better 
than 
expected 
r r c c r 
r r r c r 
c r c c r 
c r r c r 
c r r r r 
c c c r r 
5. To what extent do you think about the following statements? 
A. Considering everything, how satisfied are 
you with the digikids site? 
B. Considering everything, how satisfied are 
you with the products available in the 
digikids site? 
C. Considering everything, how satisfied are 
you with the customized children's clothing 
process? 
Very 
Dissatisfied 
r 
r 
r 
r 
c 
Neutral 
r r 
r r 
r r 
Very 
satisfied 
r 
r 
r 
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D. Considering everything, how satisfied are 
you with digitally printed clothing? 
E. Considering everything, how satisfied are 
you with the customized children's clothing 
you selected? 
F I like the digikids site 
G. I like the garments available in the digikids 
site, 
H. I like the digital prints available in the 
digikids site. 
I. I like the customized children's clothing 
process. 
J. I like the customized children's clothing I 
selected. 
Strongly 
Disagree 
r 
r 
r 
r 
r 
r 
r 
r 
r 
r 
r 
r 
r 
Neutral 
r 
r 
c 
r 
r 
r 
r 
r 
r 
r 
r 
r 
r 
Strongly 
Agree 
r 
r 
r 
r 
r 
6. To what extent do you think about the following statements? 
A. How likely are you to visit the digikids site 
again if it becomes available? 
B. How likely are you to recommend the 
digikids site to your friends? 
C. How likely are you to customize clothing, if 
the option becomes available? 
D. How likely are you to purchase the 
customized clothing from the digikids site, if 
it becomes available? 
E. How likely are you to recommend 
customizing clothing to your friends? 
Unlikely 
r 
r 
r 
r 
r 
r 
c 
r 
r 
r 
c 
c 
r 
r 
r 
c 
c 
c 
c 
r 
Likely 
r 
r 
r 
r 
r 
7. To what extent do you agree or disagree with the following statements? 
A I am very attracted to rare objects. 
B I tend to be a fashion leader rather than a 
fashion follower. 
C. 
D. 
I am more likely to buy a product if it is 
scarce. 
I would prefer to have things custom-made 
Strongly 
Disagree 
r 
c 
r 
r 
r 
c 
Neutral 
r 
c 
c 
r 
r 
r 
Strongly 
Agree 
r 
r 
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than to have them ready-made. 
E. I enjoy having things that others do not. 
F. I rarely pass up the opportunity to order 
custom features on the products I buy. 
G. I like to try new products and services 
before others do. 
H. I enjoy shopping at stores that carry 
different and unusual merchandise. 
I I feel very time pressured. 
J My life is fast paced. 
K I walk faster than most people. 
L. I never seem to have enough time to do 
the things I want to do. 
M I do not have the time to shop. 
N I usually seem to be in a hurry. 
8. Please answer the following questions or check the item. 
A Are you: r male female 
® How many children do you have? | (number) 
^ Lists the ages of your children. | j J J | ' 
^ How many adults live in your household? | (number) 
^ What is your zip code? | 
^ How far do you usually travel to shop for children's clothes? j (round trip in miles) 
G. What is the highest level of education you have completed? 
Grade school 
f Some high school 
C Completed high school or equivalent 
Some college, vocational school 
r Bachelor's degree 
Graduate degree 
H. 
Indicate your total annual household income from all sources before taxes in 2002. 
r Less than $10,000 
r 
r 
r 
r 
r 
r 
r 
r 
r 
c 
r 
r 
r 
r 
c 
r 
r 
r 
r 
r 
r 
r 
r 
r 
c 
c 
r 
r 
c 
c 
r 
c 
c 
r 
c 
c 
r 
c 
r 
c 
r 
c 
r 
r 
r 
r 
r 
r 
r 
r 
r 
r 
c 
c 
r 
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r $10 
j. 
000 to $14 
r $15,000 to $24,999 
r $25,000 to $34,999 
r $35,000 to $49,999 
r $50,000 to $74,999 
r $75,000 to $99,999 
r $100,000 to $149,999 
r $150,000 to $199,999 
r $200,000 and over 
What is your occupation? 
999 
What is occupation of spouse or partner? | 
K. What is your race or ethnic identity? (Check all that apply) 
White or European American 
Black or African American 
F" Hispanic or Latino American 
I" Asian American 
Native American 
F" Native Hawaiian or Pacific Islander 
F Other (specify): i 
After you submit the final questionnaire, please apply for the awards. 
Exit 
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digikids : Creating Customized Children's Clothing Research Site 
Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire Selection LJ" Questionnaire 
Rewards 
Please select one of the following. You will be asked to provide contact information if you select one 
of the award options: 
Apply for gift certificate Apply for garment Apply for both awards 
I don't want to apply for rewards 
Thank you very much for you participation! 
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Home Definitions Rights of Initial Garment Final Rewards 
Participant Questionnaire 'W' Selection Questionnaire 
Rewards 
You're Donel 
Thank you very much for you participation! 
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digikids: 
ustomraed 
• hiWren s llo-fchurt<9 
"Creating Customized Children's Clothing' 
Dear Consumer: 
We are testing a children's clothing website that allows you to create the design you want. If 
you help out with our study, you will have a chance to receive a child's garment or a $25 cash 
prize. 
You are invited to participate in a study of consumer satisfaction with a website for customized 
children's wear. This study will make important contributions to researchers and businesses, 
increasing understanding of how consumers respond to the customization process online. The 
information you provide will be used in assisting clothing companies to develop innovative strategies 
for marketing clothing online. 
This is a research study, conducted by researchers at Iowa State University and Cornell University. 
It should take you about 20 minutes to complete the whole process, including the questionnaire and 
exploring the website that we developed. The website will allow you to select design features for 
children's clothing in a mock purchase situation. (No purchases necessary or possible.) 
All responses are voluntary and will be kept strictly confidential. Your name was randomly selected 
from a sampling company's e-mail list as someone who has purchased children's clothing via the web. 
To express our gratitude for your help, 20 participants will receive the actual garments they 
designed on the digikids site. Another 20 participants will be randomly selected to each 
receive a $25 cash prize. 
The online survey is available for you at http://www.diqikids.cornell.edu 
If you have any question about this study, please feel free to contact one of the researchers listed 
below. 
Thank you very much for your participation. 
Sincerely, 
Hyun-Hwa Lee 
Doctoral Student 
Iowa State University 
Ames, IA 50011 
hyunhwa@iastate.edu 
J R. Campbell 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
ircamp@iastate.edu 
Suzanne Loker 
Professor 
Cornell University 
Ithaca, NY 
SL135@cornell.edu 
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digikids' 
j-iwcfren'a 
l o t h i n g  
"Creating Customized Children's Clothing" 
Dear Consumer: 
This is a research study, conducted by researchers at Iowa State University and Cornell University. 
We are testing a children's clothing website that allows you to create the design you want. 
About one week ago, we sent you an online survey via e-mail asking your opinions about customized 
children's wear. As of today, we have not received your responses. If you have recently responded, 
thank you for you help! If not, we hope you will do so as soon as possible. 
If you help out with our study, you will have a chance to receive a child's garment or a $25 
cash prize. 
The online survey is available for you at http://www.diqikids.cornell.edu 
If you have any question about this study, please feel free to contact one of the researchers listed 
below. Thank you very much for your participation. 
Sincerely, 
Hyun-Hwa Lee 
Doctoral Student 
Iowa State University 
Ames, IA 50011 
hyunhwa@iastate.edu 
J R. Campbell 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
ircamp@iastate.edu 
Suzanne Loker 
Professor 
Cornell University 
Ithaca, NY 
SL135@cornell.edu 
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09/03/2003 08:31 4193726916 RESEARCH COMPLIANCE PAGE 01 
Bowling Green State University 
Office of Research Compliance 
201 South Hall 
Bowling Green. OH 43403 
Phone: (419) 372-7716 
Fax: (419)372-6916 
E-mail: hsrb@bgnet.bgsu.edu 
HSRB MEMBERSHIP 2003-2004 
Joseph jacoby, HSRB Chair 
Sociology 
372-8147 
liacobytStfgnet.bgBu.edu 
Holly Myers-Jones 
Environmental Program» 
372-8208 
hmyersjwbgnet.bggu.edu 
Hailu Kassa 
Public and Allied Health 
372-9615 
hkassa@bgnet.bgsu.edu 
D. Wayne Bell, M.D. 
Wood Health Corp. 
353-6225 
dwaynebellmd9dacor.net 
Lynda Dixon 
Interpersonal Communication 
372-7172 
lyndad@bgnet.bgsu.edu 
L Fleming Fallon. Jr., M.D. 
Public Health 
372-8316 
rfallon@bgnet.bgsu.edu 
Vikki Krane 
HMSLS 
372-7233 
vkrane@bgnet.bgsu.edu 
Mary Hare 
Psychology 
372-2526 
miharegpbgnet.bgsu.edu 
Rich Rowlands 
Office of Research Compliance 
372-7716 
Herkxfi* gnetbgsu.edu 
. Cheryl Conley 
Gerontology 
372-9542 
conley cebgnet.bgsu.edu 
Colleen Mandell 
Intervention Services 
372-7280 
mandeil0bgnetbgsu.edu 
Ytwei Chen 
Psychology 
372-2462 
y>vchenebgn«t.bg»u.edu 
FT. Ken Morman 
St. Thomas More Univ. Parish 
352-7555 
frkcn@Sttoms.com 
September 3, 2003 
TO: Hyun-Hwa Lee 
FCS 
FROM: Richard Rowlands I?"*" 
HSRB Administrator 
RE: HSRB Project No.: H04P026FX2 
TITLE: Antecedents and. Consequences of Satisfaction with a Mass 
Customized Internet Apparel Shopping Site 
You have met the conditions for approval for your project involving 
human subjects. As of September 2,2003, your project has been granted 
final approval by the HSRB. This approval expires on August 26. 2004. 
It is your responsibility to conduct the study as approved by the HSRB 
and to use only approved forms. If you seek to make anv changes in your 
project activities or procedures (including increases in the number of 
participants), send a request for modifications immediately to the HSRB 
via this office. You may proceed with subject recruitment and data 
collection. Please notify me, in writing (fax: 372-6916 or email: 
hsrb@bgnet.bgsu.edu) upon completion of your project. 
Good luck with your work. Let me know if this office or the HSRB 
can be of assistance as your project proceeds. 
Comments/Modifications: 
c: 
Post-It* Fax Note 7671 I 
(-"4-e* Fr™nlk1CrA_ 
CoJDeot ç. 
Phone # 
Fen* 
09/03/03 WED 08:34 [TX/RX NO 5675] 
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IOWA STATE UNIVERSITY 
O F  S C I E N C E  A N D  T E C H N O L O G Y  
TO: Hyun Hwa Lee 
FROM: Ginny Austin, IRB Coordinator 
RE: IRB ID #03-611 
DATE REVIEWED: July 16, 2003 
The project, "Antecedents and Consequences of Satisfaction with a Mass Customized Internet 
Apparel Shopping Site" has been declared exempt from Federal regulations as described in 45 CFR 
46.101(b)(2). 
(2) Research involving the use of educational tests (cognitive, diagnostic, aptitude, 
achievement), survey procedures, interview procedures or observation of public behavior, 
unless: (i) information obtained is recorded in such a manner that human subjects can be 
identified, directly or through identifiers linked to the subjects; and (ii) any disclosure of 
the human subjects' responses outside the research could reasonably place the subjects at 
risk of criminal or civil liability or be damaging to the subjects' financial standing, 
employability, or reputation. 
To be in compliance with ISU's Federal Wide Assurance through the Office of Human Research 
Protections (OHRP) all projects involving human subjects, must be reviewed by the Institutional 
Review Board (IRB). Only the IRB may determine if the project must follow the requirements of 
45 CFR 46 or is exempt from the requirements specified in this law. Therefore, all human subject 
projects must be submitted and reviewed by the IRB. 
Because this project is exempt it does not require further IRB review and is exempt from the 
Department of Health and Human Service (DHHS) regulations for the protection of human subjects. 
We do, however, urge you to protect the rights of your participants in the same ways that you would 
if IRB approval were required. This includes providing relevant information about the research to 
the participants. Although this project is exempt, you must carry out the research as proposed in the 
IRB application, including obtaining and documenting (signed) informed consent, if applicable to 
your project. 
Any modification of this research should be submitted to the ERB on a Continuation and/or 
Modification form to determine if the project still meets the Federal criteria for exemption. If it is 
determined that exemption is no longer warranted, then an IRB proposal will need to be submitted 
and approved before proceeding with data collection. 
cc: AESHM 
Institutional Review Board 
Office of Research Compliance 
Vice Provost for Research and 
Advanced Studies 
2810 Beardshear Hall 
Ames, Iowa 50011-2036 
515 294-4566 
FAX 515 294-7288 
HSRO/OCR 9/02 
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digikids 
'Creating Customized Children's Clothing" 
Hello! We are researchers at Iowa State University, Bowling Green State University, and 
Cornell University. We are testing a children's clothing website that allows consumers to 
create the design they want. 
We would like to ask permission to leave this handout for members of your organization and ask to 
invite them to participate in our study. If members of your organization help out with our study, they 
will have a chance to receive a child's garment or a $25 cash prize. 
This study will make important contributions to researchers and businesses, increasing understanding 
of how consumers respond to the customization process online. The information your member 
provides will be used in assisting clothing companies to develop innovative strategies for marketing 
clothing online. 
This is a research study, conducted by researchers at Iowa State University, Bowling Green State 
University, and Cornell University. 
It should take participants about 20 minutes to complete the whole process, including the 
questionnaire and exploring the website that we developed. The website will allow them to select 
design features for children's clothing in a mock purchase situation. (No purchases necessary or 
possible.) 
All responses are voluntary and will be kept strictly confidential. 
To express our gratitude, 20 participants will be randomly selected to each receive a $25 cash prize. 
Another 20 participants will receive the actual garments they designed on the digikids site. 
The online survey is available for you at http://www.diqikids.cornell.edu 
Thank you very much for your wonderful help! 
Sincerely, 
Hyun-Hwa Lee 
Doctoral Student, Iowa State University, Ames, IA 50011 
Instructor, Bowling Green State University, Bowling Green, OH 43403 
h vu n hwa@iastate. ed u ; leeh@bgnet.bgsu.edu 
419-372-4412 
J R. Campbell 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
ircamp@iastate.edu 
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Suzanne Loker 
Professor 
Cornell University 
Ithaca, NY 
SL135@cornell.edu 
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diqikids: 
Qfe, 
"Creating Customized Children's Clothing" 
Have you ever purchased children's clothing? 
Have you ever purchased any products from the Internet? 
If you have, you are invited to participate in a study of consumer satisfaction with a website for 
customized children's wear. This study will make important contributions to researchers and 
businesses, increasing understanding of how consumers respond to the customization process online. 
This is a research study, conducted by researchers at Iowa State University, Bowling Green State 
University, and Cornell University. 
It should take you about 20 minutes to complete the whole process, including the questionnaire and 
exploring the website that we developed. The website will allow you to select design features for 
children's clothing in a mock purchase situation. (No purchases necessary or possible.) 
All responses are voluntary and will be kept strictly confidential. We contacted your organization to 
get permission to recruit you. 
To express our gratitude for your help, 20 participants will be randomly selected to each 
receive a $25 cash prize. Another 20 participants will receive the actual garments they 
designed on the digikids site. 
The online survey is available for you at http://www.diqikids.cornell.edu 
If you have any question about this study, please feel free to contact one of the researchers listed 
below. 
Thank you very much for your participation. 
Sincerely, 
Hyun-Hwa Lee 
Doctoral Student, Iowa State University, Ames, IA 50011 
Instructor, Bowling Green State University, Bowling Green, OH 43403 
hvunhwa@iastate.edu ; leeh@bgnet.bgsu.edu 
419-372-4412 
J R. Campbell 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
ircamp@iastate.edu 
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Suzanne Loker 
Professor 
Cornell University 
Ithaca, NY 
SL135@comell.edu 
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c/igikids: 
t-i tî i*flf f 
"Creating Customized Children's Clothing" 
Have you ever purchased children's clothing? 
Have you ever purchased any products from the Internet? 
About one week ago, we contacted you via flyer about an online survey asking your opinions about 
customized children's wear. As of today, we have not yet received your responses. If you have 
recently responded, thank you for you help! If not, we hope you will do so as soon as possible. 
This is a research study, conducted by researchers at Iowa State University, Bowling Green State 
University, and Cornell University. We are testing a children's clothing website that allows you to 
create the design you want. 
If you help out with our study, you will have a chance to receive a child's garment or a $25 
cash prize. 
The online survey is available for you at http://www.diqikids.cornell.edu 
If you have any question about this study, please feel free to contact one of the researchers listed 
below. 
Thank you very much for your participation. 
Sincerely, 
Hyun-Hwa Lee 
Doctoral Student, Iowa State University, Ames, IA 50011 
Instructor, Bowling Green State University, Bowling Green, OH 43403 
hvunhwa@iastate.edu ; leeh@bgnet.bgsu.edu 
419-372-4412 
J R. Campbell 
Assistant Professor 
Iowa State University 
Ames, IA 50011 
ircamp@iastate.edu 
Suzanne Loker 
Professor 
Cornell University 
Ithaca, NY 
SL135@cornell.edu 
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